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The annual fly crusade is on 


= UILDERS and homeowners are 
. . 7 aware of the importance of equip- 
ping windows and doors with properly 

an hung screens 





No. 78 SCREEN 


. 78 SCREE * 
AND STORM SASH HANGER N tio n 
i en 


Screen Hangers and Screen Door Sets 
' / are designed to effectively combat the 
adie intrusion of germ-carrying flies. Screens 

AND STORM SASH HANGER i 
must fit snugly in order to be really efh- 








: 

cient and the many features embraced in 

: the various sets illustrated tend to insure 

: 100 per cent security from these pests. 

National dealers everywhere profit on 

: this business by carrying a complete line 
of National Screen Hanger and Screen 
Door Sets. The season is here. 








Let us send you full information if you are 
not already familiar with this dependable line. 





} — 


No. 81 SCREEN HANGER 





siaenin National Manufacturing Co. 
makes hardware to Sterling, Illinois 


serve every building 
= r di > LEN ant ~ * 
4 
it ae 
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purpose—a complete 
No. 91 No. 92 


line. The items be- 
low are all big sellers: 
SCREEN AND STORM DOOR SETS 


BARN DOOR HANGERS 
BARN DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 
SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS No. 80 Screen and 

SASH LIFTS Sash Hanger 
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Easy To Sell For 
Hard Work 


Up-to-date Carpenters everywhere are 
adding V & B’s Tradesman’s Hammer 
to their tool kits because— 


Today’s new types of heavier and more 
permanent construction require just this 
kind of a hammer— 


—For building concrete forms 
—For tearing down concrete forms 


—For use with drills or cold chisels. 


_ Especially designed ripping 
claws, shaped and pitched to 
get in behind planks and rip 
them off fast. 

Ball pein hammer face is es- 
pecially adapted for drills and 
cold chisels. 

Head forged from selected steel 
of super toughness. 

Handle of polished white 
hickory. 


Greater Value for the Customer That Means 
Greater Profit for You. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 
MaMakers of Fine ‘Toots 


2114 Carroll Ave.~ ~ Chicago, Ill. U.S.A. 
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Cian you call your stock complete 
without this Universal Repair Drill! 
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MANUFACTURED BY 





No. 


108 


Bit Stock 


Any dealer who handles 
these drills will have a- steady 
and growing trade in them. 





Their general utility value 
has created a consistent de- 
mand year in and year out. 


They will not split wood. 


They will not be injured by 
Plaster, Metal Lath, Nails 
and Fire Proofing. 


For the user’s convenience 
they are furnished in leather- 
ette cases. The advantage of 
such an arrangement readily 
sells the set to the customer 
because it is at once evident— 


—that the drills are always 
kept clean. 


—that the compactness of 
the case requires mini- 
mum pocket or tool chest 
room. 


—and that the correct size 
of hole is assured by each 
drill having its size 
stamped on its shank and 
also plainly marked in 
gold at the place it occu- 
pies in the case. 


Besides the sets, we furnish 
these drills packed in substan- 
tial boxes, holding 1 or % 
dozen, according to their size. 


The repair work needed in 
every home, garage, public 
building and factory is the 
market for these drills. 


THE STANDARD TOOL ((0 


CLEVELAND 


New York: 94 Reade Street - - - Chicago: 552 W. Washington Boulevard 


Fredk. Pollard & Co., Ltd., London and Leicester, England Paris, France—Burton Fils 
Im-Fo-Sa, Geneva, Switzerland 
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ARMSTRONG BROS. Better Pipe Tools are distinguished by the Arm-and-Hammer Trade Mark 








Every home, apartment 
or building owner is a 
prospect for pipe tools 
—display them 








In these days of running water, steam or hot water heat, pressure pumps, oil 
burners, water softeners and electric conduit, every home, apartment and 
building owner is a prospect for some pipe tools. Aside from the regular 
tradesmen, the plumbers and steam fitters, there are millions of pipe tool 
prospects in this country. Every farmer is a good prospect and there are over 
six million farmers alone. Most every man who tinkers with a car buys a pipe 
wrench sooner or later, and janitors, building engineers and home owners 
have more or less frequent need for pipe tools. Every hardware store is liter- 
ally surrounded by potential pipe tool buyers. 


There’s a lot of pipe tool business that logically ° 
ARMSTRONG BROS. should go to local hardware stores that is going to 


Better Pipe Tools mail order houses, city department stores or to man- 


The line that bears the Arm. Ufacturers who “sell direct.” A lot of this business 


and-Hammer Trade Mark, . ~~. . . 
the most complete can be yours if you go after it, if you display, ad- ARMSTRONG BROS. Pipe Tesls 


fine of pipe tools vertise and talk pipe tools. You will find that or els dinate. We 
up to the sires ARMSTRONG BROS. Better Pipe Tools give com- a 


hardware oe e* tremsh plete satisfaction, build repeat business. 


Selid Dies and Stocks 
Ratchet Stocks ARMSTRONG BROS. TOOL CO. 
Chain Pipe Vises 


WRITE 


for Cat. P-10 


Hinged Vises “The Tool Holder People” _ peau 
—- — i gg) . describes these 
Piso Wench , 314 N. Francisco Ave. CHICAGO, U. S. A. haddel- otis dealin. 


Chain Pipe Wrenches 


ARMSTRONG B 
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PRIM 


The country’s greatest VALUES 
in 
low- priced 


mowers! 





Since you must carry a line of 
mowers for your low-priced 
trade, why not get on the 
band-wagon and feature the 
low-priced PRIMOS line, 
all PENNSYLVANIA-built ? 
rou: fg: UF TO Tour 
WHOLESALER TODAY! 


Pennsylvania Lawn Mower Works 
1645-65 North 23rd Street Philadelphia 


Sold only to 


Hardware and Seed Stores 
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PENNSYLVANIA- Built 


Wire Us If There’s Any 
**Hitch’”’ in Delivery! 
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hen a customer asks you 








GARDEN HosE 





you CAN sell him something else, BUT. . 


. you need, not just sales, but satisfied, 
pleased customers. Can you afford to have a 
customer think you don’t sell the best product? 


Even if the customer doesn’t ask for Goodrich 
Maxecon by name, the chances are two to one it’s 
the only garden hose he’s familiar with. 


No hose for the garden and lawn has ever 


this hose is priced to give the dealer nearly 40% 
gross profit!) There are other Goodrich grades 
to help you meet low-price competition and to 
help sell this most profitable grade. Isn’t that a 
point worth thinking about — in a hose that’s 
actually easier to sell? 


Perhaps you have other hose already in stock. 


; Still it will pay you to have at least a few lengths 
been so well known. No hose has ever been so * of te “ges : ms 
: : of Goodrich Maxecon, 5¢ size, displayed in its 
strongly advertised. : , ; ‘ 
ee Gold Wrapper! 
e ‘re’s : >] ‘ oit for you: — : ; : . 
Yet, here's a more important point for y You'll be surprised to find how little effort it 
takes to sell it — how low its selling cost is. 





The dealer who displays it in the window two 
or three times during the spring will get excep- 
tional results. Goodrich furnishes a window 
cut-out free on request. 

With each display comes a copy of the Goodrich 
Merchandising Plan, which contains photographs 
and suggestions for complete garden windows — 
for hose and other garden tools —which will 
help you increase sales in every line in the spring 
and summer months. 
























. 


Goodrich Maxecon) 
Garden Hose 


Another B. F. Goodrich Product 


Product 





Another B. F. Goodrich 
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GooDRICH 


Gomlrich Maxecon Garden 
Hove is just one of the things 
which.overa period of years, 
has helped to make thou- 
sands of lawns like this— 
hoth on large estates and 
around amall homes, 


Identify this 
hose by its 


SOLD WRAPPER 


Goodrich Rib Cord 


in the green 
wrapper 
Dealers everywhere alvasell 
Goodrich Rib Cord — like 
Maseccon, but one-braid in- 
stead of twe-braid—in the 


green wrapper. 


"oe 
a 
be 
Ie 
* « 


SHUT off the water at the nozzle 
if you want to—if you're using 
Goodrich Maxecon Garden Hose. 
No “caution™ notices are attached 
to it when you buy it. 

Leave it out in the sun; drag it 
over cinders and concrete walks if 
necessary or convenient. It's made 
to stand it. 


Goodrich 


ofGje Garden H 


iil, 1930, Brrter Howes and Garorxs 





Goodrich makes a contribution to 


Another point—of interest to every independent 
dealer! 


The Goodrich merchandising plan shows you definitely 
how to advertise your whole store. It will help you 


the independent hardware dealer! 


increase the sales of everything you carry. 


If you want this sales increase — send the coupon today. 






When you need hose, it 

costs very little more to 

get hose that will LAST. It 

ixn’t necessary to be bothered with 

kinks, leaks or breaks. The Good- 

rich high-pressure water cure puts 

more rubber in a given space in 

the hose wall—and insures great- 

est flexibility and infinite tough- 
neas, 

Goodrich Maxecon Hose is a prod- 

uctof The B.F. Goodrich Rubber Co. 


MLAXECON 


a Homes AND Gar- 
DENS, in which the 
Goodrich Maxecon campaign 
is running, has the largest 
circulation of any non-fiction 
monthly magazine. Its actual 
circulation is nearly half as 
great as the largest of the 


fiction magazines. 


Among buyers of garden 
hose, tools and other hard- 
ware-store goods, it is read 
almost universally —  per- 


haps more than any other 
publication, 


]t as issued monthly and 


is read throughout the whole 
month. A dominating ad- 
vertisement in it is nearly 
equivalent to four adverlise- 
ments in a weekly paper. 
These important facts con- 
tribute to your case of selling. 





May 


Name 


THE B. F. GOODRICH RUBBER CoO. 
Akron, Ohio 


I am interested in 
Garden Hose. Please have your distribu- 


tor call it to my attention. 


Goodrich Maxecon 





Address 











(If you prefer to order through some par- 
ticular jobber, write his name and ad- 


dress in the space below. 


H.A. 4-30 
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An ImporTANT MESSAGE TO LIVE DEALERS 








Introducing 
THE 


GREATEST SALES 
OPPORTUNITY 














Trade Mark registered U. 8. Patent Office. Patents Pending. 


in the Electrical Field Today! 


The electric fan already 
has its place in our mod- 
ern life, stirring a ‘‘breath 
of fresh air’ for housed-in 
and cooped-up workers 
when the mercury climbs 
to uncomfortable heights. 





But, to the indispensable 
electric fan is now added 
in FAN -O- ZONE some- 
thing which in itself is far 
more needed and desirable, 
the little ozonizing instru- 
ment which the whole 
world hails as the greatest 
contribution to comfort, 
health and well being of 
the 20th century. 


The merit of devices for 
electrically producing ozone 
has been long recognized, 
but the one difficulty has 









The Senorita—One size been the “pocketing” of 
only, 6%” fan, one ozone near the device, giv- 
‘ ng gag A ing too much ozone to 
Wattage, 33 watts. those nearby and because 


$34.00. of insufficient diffusion not 
enough for persons some 
distance away. 


FAN - O- ZONE corrects 
that difficulty, and offers a 
variety of models with 
which any ozonizing or de- 
odorizing task may be ca- 
pably performed, without 
building alterations, ex- 
pensive installation or 
more trouble than simply 
plugging into a socket and 
snapping a switch. 


“Synchronized” fan and 
ozone action, an exclusive 
FAN-O-ZONE feature, will 
appeal to you. The possi- 
bility of using fan without 
ozone or ozone without fan 
is also an added sales fea- 
ture. 


FAN -O- ZONE protects 
“health, wealth and happi- 
ness’—wards off respira- 
tory diseases, clears up, 
sweetens and deodorizes 
impure air and _ gives 
housed air the invigorating 
tang and “feel’’ of the 
mountains and seashore. 
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New Invention that Revolutionizes 


Fan and Air Purifier Markets! 


SIGN AND MAIL COUPON QUICK! 





Every Socket 
a Prospect for 


FAN-O-ZONE 


In our literature we have compiled lists 
of “preferred prospects’ for FAN-O- 
ZONE but no list can possibly be broad 
enough to cover all the applications for 
fans and ozone devices. 























There is a use for FAN-O-ZONE in 
every room in the home, in every de- 
partment of business, in every office 
and every manufacturing plant. Wher- 
ever people eat, sleep, work, play or 
congregate FAN-O-ZONE is needed— 
and besides in a lot of other places. 


But the story is too big to tell here— 
if interested don’t fail to mail coupon at 
once. Full particulars will be sent. 


Would You Like 
to Hear the 
Fan-O-ZoneE Family - 
on the Air? 


We regret that in this ad we 
ean introduce only ‘‘The Major’’ 
and ‘‘The Senorita’’. As soon 
as you'll permit us to do so, 
we'll make you acquainted with 
the rest of the FAN-O-ZONE 
family. ; 


In our literature you'll meet 
Fanny Ozone, Little Tim, 
Breezy Bill, Big Jim, Little 
Oscar, every one of them just 
as friendly as ‘‘The Major’ 
and ‘‘The Senorita’’. 


When the FAN-O-ZONE family 
gets together around the fire- 
side they’re a jolly crowd. We 
believe some of our dealers will 
want them to appear in radio. 
For the present, advertising to 
the general public will be con- 
fined to national publications, 
in which FAN-O-ZONE ads will 
shortly appear. 


The Major—One size 
only, 9” fan, three 
speeds. Synchronized 
fan and ozone action, 
also separate fan and 
ozone control. Wattage, 
48 Watts, $54.00. One 
speed only, $45.00. 




















| 

a 

t WELLINGTON J. SMITH ©O. 

§ 1105 Chester Ave., Dept. 552 

8 Cleveland, Ohio 

| | , U . 

+—— Send dealer prices on FAN-O-ZONE, 
' ——— Tell me how I can become exclusive 
; FAN-O-ZONE dealer and distributor. 

| 

t IO 5.65. boa Sha siree Ce Ckas RR UmeReS 
1 

‘ 

' pO Perr re rie ee 
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a 

jb RO nee eee NRE Saceaaus 
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Trade Mark registered U. S. Patent Office. Patents Pending. 
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Progressive hants, not al 
carrying the Coldwell Line, are in- 
vited to send direct for the Coldwell 
proposition for 1930. 


Let These Sure-fire Profit 
Builders Work for You 


OLDWELL Lawn Mowers are the unvarying choice of mower-wise customers who 
want the biggest money’s worth for every dollar they spend. Since 1867 
Coldwell Mowers are known far and wide as the greatest value in the lawn mower 
field. Such a combination of long-proved value and customer acceptance is a sure- 


fire profit builder for you. 


The name and fame of Coldwell are favorably known to everyone on the market for 
lawn mowers. That is why the new line of Coldwell low-priced mowers has won such 
a widespread sale. Dealers everywhere, who have stocked Coldwell moderately- 
priced mowers say they are the fastest selling lawn mowers they have ever handled. 
Order from your jobber or us today. 


Complete details with prices and deliveries on both 

the dependable Coldwell Lawn Mowers and the new 

line of Coldwell low-priced machines will be sent on 
request. Address your jobber or us. 


COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 


Manufacturers of DEPENDABLE Lawn Mowers—Hanp, Horse, GAsoLtne, Evectric. 
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Where Emphasis Makes the Sale 


Chisels are the bread and butter 
tools of many carpenters, who can’t 
do without them. 


Bio 


They don’t want to do without 
UNION Hardware Chisels because 
their tool steel edge cuts perfectly 
and is as rigid as “Gibraltar” be- 
cause blade and socket constitute 
one solid piece. 


Emphasizing these features and the 
reasonable price makes the sale. 


Your Jobber will supply you. If 
not—write to us and we will refer 
you to the nearest Jobber who will. 
Send for Catalog No. 9. 





Reg. U. 8S. Pat. Of. 


Torrington, Connecticut 


New York Office: 151 Chambers St. 


ESTABLISHED 1854 INCORPORATED 1864 


MAAAhhAhhhssssssssssssssssssssssssssssAsAssa 
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will be an ad soo 


his 
to help you sell 





Ar PRESENT it is a pencil sketch, looking very much like 
the reproduction above. But give it a couple of weeks and it 
will be a finished plate, ready to be sent to newspapers, Collier’s— 
and the Saturday Evening Post—to help you sell Nicholson Files. 


Nicholson File Advertising covers almost every possible reader 
who is interested in tools and their uses: It is sustained adver- 
tising, now in its ninth consecutive year. 


And because it is sustained advertising, it is creating sustained 
sales for Nicholson Files. 


NICHOLSON FILE COMPANY 
Providence, R.1.,U. S.A. 


—A File for Every Purpose 


mh 














HARDWARE AGE for APRIL 3, 1930 15 




















Cee 
es - 
a USSWI 


Screen 
Door 
Closers 
Protect 
Your 
Home 
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The front door 


Sin keep the home cool and airy, 

yet free from flies and mosqui- 
toes, all exits require screen doors. 
And all screen doors require constant 
vigilance to keep them tightly closed 
against these pests. 





polis 


es 
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The rear door 


Slain USSWIN Screen Door Closer 

is always on guard. It never 
neglects to close the door—and does 
it without that constant slam, so 
common when a door swings loosely 
on its hinges. 





Screen Door Closer No. 7 


Russell & Erwin Manufacturing Company 


The American Hardware Corporation, Successor 
New Britain, Connecticut 
New York Chicago London 
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Typewritten Simultaneously 
in Every one of your ()ffices 








BRANCH OFFICE EXECUTIVE 
RECEIVES THE MESSAGE AS IT 
IS TYPED IN HEADQUARTERS 








SENDING THE MESSAGE FROM 
HEADQUARTERS TO THE FIELD 





. 


ALL MESSAGES RECEIVED 
MAY BE PASTED ON LETTER- 
HEAD SIZE PAPER FOR FILING 











TELEPHONE Typewriter Service speeds modern 
business by providing instantaneous typewrit- 
ten communication between the different units 
of an organization. It weaves together head- 
quarters, factories, branch offices and ware- 
houses almost as closely as though they were 
under one roof. 

A large metal company uses the service to 
connect its New York office with its mill in 
West Virginia. Orders, general information, 
administrative matters, specifications, cost esti- 


mates, stock on hand, shipments, etc., are re- 
produced instantly and accurately at either end. 
A tobacco company transacts much of 
the business between its plants in 
southern states by telephone typewriter. 


Sat __ AMES 
S LON 


(Sad 


Several hundred messages are exchanged each day. 

Telephone Typewriter Service is proving its 
worth for banks, manufacturing concerns of all 
kinds, public utilities, government departments, 
insurance companies, export firms, department 
stores, travel bureaus. It makes executive control 
easier and more complete. Facilitates immediate 
action on vital matters. Transmits important 
business information while the information is 
still of value. It is quick, accurate and private. 

Would constant, unlimited, two-way written 


communications be of value to your business? 
Telephone Typewriter Service can be fitted to 
your exact requirements. Your local 


\ Bell Telephone Business Office will 


| gladly give you complete information. 


J 





tal 
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Working under 
watehiul eyes 


LUMBERS will tell you that they fre- 
quently work before an _ interested aud- 
ience—an audience quick to see the value 
of a pipe wrench as a handy household tool. 


In a sense the plumber is a demonstrator, 
building pipe wrench sales for you. Those 
sales are more than likely to be TRIMO 
because TRIMO performance and TRIMO 
advertising to the plumber have kept him 
sold on this all steel wrench for many years. 


Keep a complete stock of TRIMO’s for the 
householder as well as the plumber. They 
both appreciate real value. 


TRIMO 


Pipe Wrench 


All Steel for Strength 
Handle Drop Forged, Not Cast 





Made by TRIMONT MFG. CO., Inc., Roxbury (Boston), Mass. 
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TWICE as much 


belp for YOU! 


The American Weekly has over 6,000,000 
circulation—twice as much as any other 
publication on earth. With twice the cir- 
culation, chances are it reaches twice as 
many of your customers as any other 
magazine. When a manufacturer tells you 
he intends to advertise in The American 
Weekly, display his goods and benefit by 
the advertising. Remember “twice as 
much” circulation means twice as much 


help for you. 








Would you like to receive a copy? 
Write to The American Weekly, 
g East goth St., New York City. 








What ts The American Weekly? 


The American Weekly is the magazine distributed through seven- 
teen great Sunday newspapers from seventeen principal American 
cities. It concentrates and dominates in 536 of America’s 812 
towns and cities of 10,000 population and over. 


In EACH OF 185 CITIES IT REACHES ONE OUT OF EVERY TWO FAMILIES, 
In 132 MORE CITIES, IT REACHES 40 TO 50%, 

IN AN ADDITIONAL I02 CITIES, IT REACHES 30 TO 40%. 

IN ANOTHER II7 CITIES, IT REACHES 20 TO 30%. 


—but that’s not all. Nearly 2,000,000 additional families in thou- 
sands of other communities regularly buy The American Weekly— 
making the unprecedented national total of 6,000,000 families 
who read The American Weekly. 
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Demonstrate it and you'll sell it! 





. 


. « « the Norton Screen Door Closer 





Show the Norton Screen Door Closer to the next customer 
who walks in. Demonstrate how its powerful steel spring 
works against pneumatic pressure to bring the screen door 
to a swift but silent close . . . Then he’ll realize that the 
NORTON means the end of slamming, banging screen 
doors and the beginning of a new era of warm weather 
comfort—and it’ll be an easy job to sell him one for every 
ieiuia door in his house . .. Norton Screen Door Closers, 
retailing at around $2, are fast moving Spring and Summer 
leaders that bring lots of extra business into your store—and 
they are real profit makers as well. Attractively finished in 
bright lacquered brass and packed in neat green cartons that 


brighten up your shelves . . . Check over your stock right now! 


NORTON DOOR CLOSER COMPANY 
Division of The Yale & Towne Manufacturing Company 
2900 North Western Avenue, Chicago, Illinois 


woes NOR EO N cc 
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~and it retails 
for only § 





HE new “Thermos” Blue Boy is the answer 
to the independent retailer’s prayer for a quality 


5st Baa 
IOS! FOES re 


PRES uh 


vacuum container with a new sales kick—at the 
dollar price—without chain competition. 


OS LORE 
apt 


When it comes to vacuum containers it either ’tis 


or ’tisn’t “Thermos”. The publicasks for “ Thermos.” 


2 aos. 


There is only one and you can’t miss that trade mark. 


But to get back to the Blue Boy. This new 
Thermos has aroyal bluecrystalline finish, and please 


note the Bakelite’ cup 


Here’s the additional sales feature that makes your f 
cash register play like a xylophone! A moulded -N U IN 


=a ly 
[aa] 


Bakelite cup that protects fingers and lips from 
hot liquids—and they stay hot in a “Thermos”. 


If your wholesaler cannot supply you 
with the only** Thermos”, mail order 
direct and we will see that you are 
supplied by the nearest wholesaler. 


THE AMERICAN THERMOS BOTTLE CO. Vac “ UM: re TTLE 


Norwich, Connecticut 


Sample Display Rooms: ade by Americans i? Ame! 


366 Madison Avenue 326 N. Michigan Avenue 
New York City Chicago, Illinois 


THE NEW THEAMDS BLUE BOY 


ori 











ae 











HARDWARE AGE for APRIL 3, 1930 21 





Creating a 
new exclusive 


Gas Range Market 


Smoothtop, with a new, more con- 
venient cooking principle, is making 
gas range history. Smoothtop’s new 
cooking advantages have created a 
fertile market among the house- 
wives and the best cooks of your 
city. And, once you’re carrying 
Smoothtop, you become an exclusive 
dealer. When you’ve sold a woman 
on Smoothtop she can’t go shop- 
ping and buy it around the corner. 


it oA siz 
and every 


tomman 2 cooking need 


i OEE 














And a specialty profit 

...which we help you get with a sub- 
stantial national advertising campaign 
featuring the Smoothtop slogan, 
“Captures the flavor... frees the cook” 
...with local newspaper advertising 
helps, floor displays, window displays 
and cooking schools ...with an 
opportunity for free training of your 
staff in up-to-date retail and house- 
to-house salesmanship. 






ze for every kitchen 












Act while dealership is open! 


Write for complete merchandising 
set-up to Standard Gas Equipment 
Corporation, 18 East 41st Street, New 
York City. Makers of ... Smoothtop 
... Oriole... Acorn...Vulcan... the 
standard domestic and heavy-duty gas 
ranges wherever gas is used. Pacific 
Coast Distributor: Northwest Gas & 
Electric Equipment Co., Portland, San 


Francisco, Los Angeles. 
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Each of the Publications 
of the U. B. P. 
Is Respected in its Field 


Metal Trades 
The Iron Age 


Hardware Trade 
Hardware Age 
Hardware Age Catalog 
Hardware Age Verified List 


Textile 
Dry Goods Economist 
Economist Buyers Directory 
Nugents 
Nugents Directory 
National Dry Goods Reporter and Drygoodsman 
National Dry Goods Reporter Wholesale 
Chicago Buyers Directory 


Shoes and Hosiery 
Boot and Shoe Recorder 
Hosiery Age 


+Jewelry and Optical 
Jewelers’ Circular 
Optical Journal 
Jewelers’ Circular Buyers Directory 


Automotive 
Automotive Industries 
Automobile Trade Journal and Motor Age 
Motor World Wholesale 
Commercial Car Journal and Operation & 
Maintenance 
Automotive Industrial Red Book 
Chilton Automotive Multi-Guide 
Chilton Aero Directory and Catalog 
Chilton Highway Register 
Oil , 
Oil Field Engineering 
Chilton Petroleum Hand Book 


Toys 
Toy World 


Plumbing & Heating 
Sanitary & Heating Age 


W arehousing 
Distribution & Warehousing 


Insurance 
The Spectator 


A. C. PEARSON, CHAIRMAN 











































UNITED BUSINESS 


7309 West se«kh FT Reet 


F. J. FRANK 
ARNOLD L. DAVIS, SECRETARY 








HARDWARE AGE for APRIL 3, 1930 23 


Supreme in the Field 
of Automotive Wholesaling 





As Motor World this publication was 
established in 1890. At present, Motor 
World Wholesale—monthly—is devoted 
exclusively to the interests of all whole- 
salers of cars, replacement parts, acces- 
sories, tires, batteries, electrical supplies, 

shop equipment, small tools, etc.; and 
to their executives, travelers and sales- 
men. Its circulation also includes manu- 
facturers’ agents, branch houses and 
hardware jobbers selling automotive 
supplies. 


Motor World Wholesale’s purpose is to 
assist automotive wholesalers with crea- 
tive thoughts on trends and changes in 
the industry, in addition to practical 
solutions of the many problems con- 
tinually arising. It does this with such 
telling effect that many manufacturers 
catering to the field of automotive 
wholesaling have found it a valuable 
advertising medium. 


Motor World Wholesale 


Chestnut and 56th Streets Philadelphia, Pa. 


PUBLISHERS, INC. 


Paw £eeem Crre, Mm. YF. 


PRESIDENT Cc. A. MUSSELMAN, VICE-PRESIDENT 
F. C. STEVENS, TREASURER 
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Forged, high grade steel 


GRASS HOOKS 


These hooks WILL cut grass 


They are practical tools that anyone can use effectively. 
PERFECT TEMPER; takes and HOLDS a KEEN EDGE. 
Easily re-sharpened. 

Off-set Hickory Handle, Full Grip, Fits the Hand. 

Gives PERFECT BALANCE at Proper Angle for EASY CUTTING. 





No. 4 “Perfect’’ S 
Forged SCTYHE PATTERN, No. 1 “Hand Made” 


12 inch ribbed blade. Natural black forge finish. 
Polished, blue enamel finish. Cutting edge polished. 
Detachable handle. Hickory handle stained walnut. 


W.C. Kelly “Perfect” Long Handled Grass Hook—No. 5 





No. 5 “Perfect” Forged SCYTHE PATTERN 12 inch ribbed blade, 44 inch handle. 
Polished, blue enamel finish. 


Blade bolted to goose neck malleable shank, at proper angle for 
EASY CUTTING from NATURAL UPRIGHT POSITION. 


SCYTHES 


“Flint Edge” “Flint Edge” 
Hand Forged 
with CRUCIBLE steel cutting edge welded be- 


tween layers of mild steel. 





Made in all patterns. 
WIDE HEEL GRASS SCYTHE 


“Briar Edge”’ “Briar Edge” 
The new method scythe 


Forged from one solid piece high carbon steel, 
Entire blade of tempered steel gives extra long service. 


TEMPERED SHARPENS HOLDS Li 
IN OIL EASILY KEEN EDGE BUSH SCYTHE 


KELLY AXE & TOOL CO. Charleston, W. Va. 
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For Homes That Want 
The Highest Grade Wire Cloth 


Not a single complaint in over 35 years. That’s 
the record of WICKWIRE BRONZE Screen 
Wire Cloth. — 


This brand is made for customers who seek the 
best. It is ABSOLUTELY RUSTLESS—not 
affected by salt air, acids or gases. 


Made from a special alloy of 90% Copper and 
10% Zinc. The Zinc acts as a corrosion resister 
and also supplies the required tensile strength. 
Only FULL GAUGE wire is used. 


We control every operation from raw material 
to finished product in making WICKWIRE 
BRONZE. You cannot sell a more satisfactory 
brand. 


Furnished in 14, 16 and 18 mesh wire, in even 
inch widths 18” to 48”. 100 lineal feet to the roll. 


ew 





7 =a 
mectike BROTHES 
’ CORT AMO NY 


WICKWIRE 
BRONZE 
Withstood the Test 


During the construction 
of the great Panama 
Canal, WICKWIRE 


‘ BRONZE Wire Cloth 


was put to a severe test 
against the germs of the 
Yellow Fever Mosqui- 
toes. 


It withstood every test 
and was so thoroughly 
satisfactory that the En- 
gineers of that wonder- 
ful canal adopted it as 
the Standard. 


Our Other Brands Screen 
Cloth 


Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 

Wickwire Premier 
Wickwire Copper 
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Now! r. w. Jones Knows That 83% of 
All Sales are Made Through the Eye~ 








Built to Please 
Mother 


Cultivate some of the 
extra sales that bloom in 
Spring by featuring this 
quick turnover, quick 
profit number. It’s a set 
of four extremely light 
but sturdy tools with 
which the women folk 
can accomplish a great 
deal without the fatigue 
caused by the heavier 
tools men want. 


Ask for 
Mothers Garden Four 
Catalog No. M G F 

















Here’s the Union Display Rack That 
Amazed Him With Its Sales Ability 


R. W. Jones, Vice President of the G. A. Jones Hardware 
Company with stores in Celina, Gunther and Denison, Texas 
knows the power of suggestion in making sales. Since putting 
in the Union Display Rack he also knows that, as statistics 
point out, 83% of all sales are made through the eye 


Read His Own Letter 


“We have sold more items, different items, from the Union 
Rack than we thought possible. We use the Display Rack in 
our entrance. It takes very little space. And it is amazing 
the way it fits into modern merchandising, namely, by “eye 
appeal” and suggestion. We find that customers, attracted by 
it, actually wait on themselves.” 


Write—At Once—for Details Regarding Our 
FREE Display Rack Offer 


The Union Fork & Hoe Company 


COLUMBUS, OHIO 


Manufacturers of a Complete Line of 
Forks, Rakes Hoes and Special Purpose Tools 
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Sargent's 


CaseE—Spring and piston chamber in 
relative size give a pleasing, symmet- 
rical appearance. The back plate is 
cast solid with the case. No screws 
to work loose. No undue strain on 
any one part. 


Sprincs—Highly tempered  man- 
ganese carbon steel wire, wound in 
a helical coil. From 130” in length 
for the smallest size to 184’ for the 
largest. Great elasticity, with fine 
graduations of power adjustment are 
obtained. 


Piston—Of cast metal of high ten- 
sile strength. Of the Rack and Pinion 
type, giving a balanced wear and a 
continuous travel when the door is 
in motion. The piston is always in 
constant control. Of large diameter, 
it is machined with the case to a tol- 
erance of 1/1000 of an inch—smooth 
and effective operation is guaranteed. 


Arms—Of cold rolled steel without 
swivel adjustments. Adjustments can 
be made without loosening the arm 
from the Closer or removing the 
screws from the foot of the arm. 
Arms are of extra length—to per- 
mit Closer to be placed further from 
the butts, still allowing the door to 
open the full 180 degrees without 
strain. 


Hotp Oren Device—A door may 
be held open at 10, 45, 90 or 180 
degrees as convenience requires, and 
without strain on the Closer or 
butts. The pawl on the arm engages 
with projections on the cap of the 
Closer. All unusual requirements are 
met for hospital, school, booth, 
office doors. 


SPINDLE AND Packinc—Spindle and 
pinion are in one piece of hot forged 
alloy steel. The spindle is strongly 
seated in a bearing in the bottom of 
the case and held in alignment at 
4 points. The piston chamber has 
enough overflow space to relieve 
the spindle packing from excessive 
strain. 


Liguip—Piston chambers are filled 
with a liquid that long experience 
has proved most satisfactory. 


Brackets— When desirable to place 
the Closer inside where doors open 
out, the usual soffit, flush and corner, 
hanging brackets, and also 4 con- 
venient brackets for circular top 
doors are designed to care for a 
great range of varying conditions. 


Finisn ano Cotor—Standard finish 
is dark, rich bronze to harmonize 
with various wood finishes. Other 
finishes can be furnished as desired. 





New Door Closer 


with all those features needed in the most modern buildings 


SarGENT Door Cosers have been recognized for many years as standards of 
quality, dependable in effective operation. Now, to meet the latest requirements 
of the most progressive architects, engineers, building managers, owners, Sar- 
gent offers a new modern Door Closer or Controller. 

Extensive research and experiment have resulted in the noiseless and com- 
plete control of the closing of any swinging door at the desired rate of speed. 
This new Sargent Door Closer is made in sizes suitable for all doors, from the 
simple passage dwelling door to the heavy entrance doors of the most modern 
commercial structures. 

The control valye, of dual type, may be set for any one of three control points, 
90, 45, or 10 degrees. The speed valve regulates the speed of closing and can be 
readily adjusted for changing draft conditions. This Door Closer offers the great- 
est possibilities of control. In order that the door may not strike against a wall 
or a piece of furniture, a valve is provided to stop the opening at about 90 degrees. 

This Door Closer is reversible, right or left hand, without changing any of its 
parts and without affecting any of its other efficient features. Each Sargent 
Door Closer is packed in a strong fiber box without excelsior or other loose pack- 
ing. To make application and adjustment simple, a template and complete 
directions are packed with each Closer. Read the other feature points as listed. 
Sargent & Company, New Haven, Connecticut; 94 Centre Street, New York 


City; 150 North Wacker Drive (at Randolph), Chicago, Illinois. 
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Demonstrate HERSCHEL 
W &B Mowers— 








































































































for more SALES 


Push it across the floor, show customers how handle 
is placed to give greatest leverage and easiest opera- 
tion. Point out the “Four Square” construction that 
keeps mowers rigid and in perfect adjustment. 
Show the steel clips that keep wheels from working 
loose; the oil pockets that retain oil and make for 
quiet running. Let them test the keen cutting edge 
of the knives. 


Tell them about the extra large pinions, the self 
adjusting ball bearings, hardened throw pawls and 
special deep clutch on wheel. 


Fifty models and sizes—a HERSCHEL W & B 
Lawn Mower to meet every consumer demand here 
and abroad—a model especially adapted to your 
own particular territory. Write for Special Lawn 
Mower Catalog, prices and discounts. 





R. Herschel Mfg. Company 


Peoria, Illinois 





Branches: Omaha, Nebr., Minneapolis, Minn. 


PUTNAM & CO., 32 Howard St., New York, N. Y. 
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“We Know Cyclone Lawn Fence” 
say home owners everywhere 










Easier to sell and 

more profitable because 

nationally known for 
outstanding quality 


‘@clone 
hh Taq" 


The customer is king. He controls your 
front door, your cash drawer and the turn- 
over of every item on your shelves. It pays 


They look for the ‘to please him. 
Red Tag — the 
mark of quality 


FENCE 


| AND PRODUCTS | 





~ 


When he mentions lawn fence, be prepared 
to point to a roll labeled with the Cyclone “Red Tag” 
and hear him say “Exactly what I want”. Home owners 
everywhere have used Cyclone “Red Tag” Lawn Fence 
for many years. It’s the only kind they know. They at 
once recognize the Red Tag as the old familiar symbol 
of quality and maximum fence value. 


Indelibly Branded 





Many new improvements are introduced in Cyclone 
Lawn Fence this year. An extra cable has been added at 
the bottom—providing extra strength where it is most 
needed. This is an exclusive Cyclone feature. 


Cyclone “Red Tag” Lawn Fence is now branded by a 
new method for your protection. Metal Red Tags woven- 
in at the factory identify the genuine Cyclone “Red 
Tag” Lawn Fence—sold only under the Cyclone name 
and only through Cyclone jobbers and dealers. 





Remember Cyclone is a nation-wide organization. Wide- Note how the metal “Red Tags” 
ly distributed warehouses are ready to make immediate are woven into the fabric. They 
shipments at all times. Order through your jobber. If he 
does not sell Cyclone Lawn Fence write to us for the 
name of the nearest jobber who does. 


can be attached in this manner 
only at the factory. Placed at 
intervals of 20 feet. They pro- 
tect you. 





Cyclone “Red Tag” 
Wite Screen Cloth 


Made in only one 


Cyclone Catch- 
All Baskets 








grade — the highest. 
Sold only under 
the Cyclone name 
and only through 
Cyclone jobbers. If 
your jobber cannot 
supply you write for 
the name of the 
nearest Cyclone 
jobber 





A practical home 
necessity that makes 
a profitable all-year 
seller. Very strong 
and durable. En- 
dorsed as a safe 
rubbish burner by 
city officials. Order 
from your jobber. 














set pe ua 
Quality. Products 











AMERICAN BRIDGE COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 





CYCLONE FENCE COMPANY 
General Offices: WAUKEGAN, ILL. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 
SUBSIDIARY OF 


UNITED STATES STEEL CORPORATION 2 





(Cyclone ¥..7 


Fence.-Gates 











PRINCIPAL SUSS!DIARY MANUFACTURING COMPANIES: 
CARNEGIE STEEL COMPANY 
CYCLONE FENCE COMPANY 
FEDERAL SHIPBUILDING AND Dry Dock Company NATIONAL TUBE COMPANY 

Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Fxport Distributors—United States Steel Products Company, New York City 
© C. F. Co, 1930 





yor Service 
THE LorRAIN STEEL COMPANY 
TENNESSEE COAL, IRON & R. R. COMPANY 
UNIVERSAL PORTLAND CEMENT COMPANY 








ILLINOIS STEEL COMPANY 
MINNESOTA STEEL COMPANY 





HARDWARE AGE for APRIL 3, 1930 


4) The front-end bearing of the new Wagner Fan, shown cut 


4 away in the illustration, is extra long, built with an oil 
New Models deflecting guard, and lubricated from a wool-yarn 


packed reservoir. New construction details such as these 


New adclmithaiirliins 4 characterize every part of the new Wagner Fan 


motor. Wagner Motor performance will help you sell fans. 





ef 





New prices, new models and new sales helps for 1930. 


Ask for details 


WAGNER ELECTRIC CORPORATION 


6400 Plymouth Ave., St. Louis 


Sales and Service in 25 Principal Cities 
PRODUCTS ... FANS ... DESK... WALL... CEILING 


TRANSFORMERS... POWER .. . DISTRIBUTION... INSTRUMENT 
MOTORS... SINGLE-PHASE .. . POLYPHASE ... OIRECT CURRENT 


I> QS) I> Ge) > GS) im GR) 


61-6232-4 
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YOU CANT SELL 
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ALL THESE FEATURES 


/ 





RDINARY types of sliding and folding garage 


door equipment may have some convenience 


and long wear features but no other set combines 
all of these designed into FrantZ “E-Z” Sets. 


With FrantZ “E-Z” Fixtures (on standard 3-door 
openings for example) two doors are supported by 
the hanger and track and fold clear of the opening. 
The third or separate passage door is hinged to 
the jam and likewise swings out of the way. 


The Track fastens flat on the header over the 
opening—no brackets, bracing or cutting are 
required. A patented telescoping joint on the 
end of each piece of track allows two or more 


lengths to be slipped together without joint splices. 


FrantZ “E-Z” Sets can be installed with the doors 
to open inside or outside, the former method being 
most often preferred. In this case all of the hard- 
ware is out of the weather and opening and closing 
the doors is never hindered by ice or snow. 


“E-Z” Fixtures are made in a size for every door 
and every opening. No. 40 “E-Z” is designed for 


RAAT 


TRACE MARK 


Guauuted Builders Hardware 













Pa 


INANY O 





THER 


GARAGE DOOR SET 


light doors and where inexpensive equipment is 


desired; No. 50 “E-Z” is intended for doors of 


average weight and size; No. 60 uuu 


“E-Z” will work smoothly and easily 
on large, industrial type openings. 
Each size can be furnished for two, 


three, four, five and six door open- 





No Ha rdware 
is Genuine 







Without the 
Red Label 
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Above is shown the parts of a FrantZ No. 50 “E-Z” 
3-door set. All the necessary serews, bolts, lag 
screws for track and instructions for installing are 
included. Packed in a strong fiber carton. 


FRANTZ MFG. CO. 
Dept. H-4, Sterling, Illinois. 


Kindly send me full information and prices on FrantZ “E-Z"’ Garage 


Door Equipment. (Print name and address plainly 

Firm Name Seetewae etd & Farah Cee es Si 

RGGVOHE 6c cece ay a ae elorere 

City OT PRE TE ee State ....ceccssceeccvcsscces 
Buyer's WRN oo wigs bcs. 0.4c9:d 4 Sha Seer Tere ere ee 
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now COLLECT 





MORE ADVERTISING 


VER nine million advertisements are 
telling and selling 3 out of every 5 
worth while prospects in your com- 

munity, your county, your state. Every 
advertisement has a coupon. Every cou- 
pon received sent immediately to nearest 


Nesco dealer. That’s backing you up! 


MORE FEATURES 


New Dubl-Hot burner! “Dubl-quick” cook- 
ing! “Dubl-quick” sales! Patented Rock- 
weave Wick! Non-burnable! No-cutting! 
New Porcelain top! Lifetime convenience! 
New pastel green! New graceful design! 
, Greater economy! Burners consume least 
fuel! Cleanest heat! No smoke, soot or 
odor! These and other features are now 
creating— 


MORE SALES 


Write or wire us or your jobber. 


NATIONAL ENAMELING 
& STAMPING CO, INC. 
Executive Offices: 13 Twelfth Street, Milwaukee 


Factory Branches: 
Milwaukee, New York, Baltimore, Granite City, IIl., 
Chicago, New Orleans, Laurel Hill., L. 1., Philadelphia. 






























Largest multi-color sales 
drive ever put behind 
kerosene stoves 








- 


NESCO DeLuxe 


Kerosene Stoves &Ranges 


“WITH THE BLUE GAS CONTACT FLAM E” 





See ene ot ee 
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Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity £ 
Zinc Insulated Fences awaits you. 

Steel Fence Posts 
American Steel Gates 
Protector Poultry Fence 
Union Lock Poultry Fence 
Banner Poultry Fences 
Poultry Netting 
Nails, Staples, Barbed Wire 


Wire of all kinds 








Steel 
pany Dea 
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AMERICAN STEEL & WIRE COMPANY 


° = SUBSIDIARY ¢ CORPORATION < 
208 S. La Salle St., Chicago BSIDIARY : 30 Church St., New York 


Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati. Cleveland Dallas Denver 
Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia Pittsburgh 
Salt Lake City St. Louis ° Wilkes-Barre Worcester 
U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 
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SILVER 
STEEL 





ATKINS 


SAWS 





HE hardware merchant who 


sells Atkins SILVER STEEL 
Saws and Tools makes a legitimate 
profit on every sale—a profit he de- 


serves, The high quality of Atkins 
Saws is beyond comparison—they 


are manufactured to the highest de- 
gree of efficiency, not down to a 
price basis. 


VERY SILVER STEEL Saw 
and Tool made by Atkins has 

the Atkins identifying trademark 
to guarantee the user that he is 
purchasing the best products that 
brains and skill can produce—that 
he is getting his Money’s Worth. 


YOU can INCREASE YOUR 
SALES of Atkins SILVER 
STEEL Saws by displaying At- 
kins trim, posters, cards, and signs 
in your store. 


Atkins SILVER STEEL Saws, Saw Tools and Saw 
Specialties are sold through the regular jobber and 
dealer channels. 


E. C. ATKINS & COMPANY 


Manufacturers of Saws, Saw Tools, Files, Machine Knives 
and Grinding Wheels 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory 
402 South Illinois Street, Indianapolis, Indiana 


Canadian Factory, Hamilton, Ontario 
Machine Knife Factory, Lancaster, N. Y. 


Branches Carrying Complete Stocks in the Following Cities 


ATLANTA NEW ORLEANS ———_ 
MEMPHIS NEW YORK CITY PARIS, FRANCE 
CHICAGO PORTLAND, ORE. VANCOUVER, B. C. 


Write to Headquarters at Indianapolis 
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“The Hardware Dealers’ Magazine” 
Published Every Thursday 


Established 1855 
Vol. 125, No. 14 





APRIL 3, 1930 


A U.B.P. PUBLICATION 


EDITORIAL CONTENTS OF THIS ISSUE 


Trade Winds, an Editorial by Llew S. Soule 


Holding the Mirror to Salesmanship, a Playlet 


Is You Blue? an Amos ’n’ Andy Window, by J. A. Warren 


Jobbers Jump on “Rule 12” 
Are the Chains Slipping? by Charles J. Heale 


How to Meet Chain Store and Canvassers Competition on 
Aluminum Ware, by H. A. Church 


Modernizing Clearly Indicates Its Economic Value, 


by L. H. O’Donnell 


Plugging for Tool Trade 


Single Stroke Roman Alphabet, by Joseph Bertram Jowitt 
News of the Week 
General Market News of the Week 


Buhl & Son’s Traveling Hardware Display 


Cutlery Department 

In the Week’s Mail 

Washington News Letter, by L. W. Moffett 
Hot Off the Nail Keg 


Member of the Audit Bureau of Circulations 


EDITORIAL 


Cuicaco: Grorce F. Massey, 1507 Otis Bldg. 
PitrsBuRGH: T. H. GeRKEN, 811 Park Bldg. 

OLEVELAND: FB. L. PrENTISS, 1362 Hanna Bldg. 
—* Rosert G. McIntosH, 409 Traction 


BosTon: GeRaRD FRAzAR. 


MINNEAPOLIS: F. 8S. SMITH, 4216 Bryant Ave. 8. 
WasHinetron: L. W. Morrett, 536 Investment 
Bldg. 


Issued every Thursday by Iron Age Publishing Co. 


of the Board; Fritz J. Frank, President; C. 





GEORGE H. GRIFFITHS, 
GENERAL MANAGER 


LLEW S. SOULE, EbiTor 
CHARLES J. HEALE, Managing Editor 


J. A. WARREN, J. M. WITTEN, 
Associate Editors 


SAUNDERS NORVELL, Contributing Editor 
GEORGE F. Massgy, Field Editor 
JOSEPH BERTRAM JOWITT, Show Card Editor 


SUBSCRIPTION Prics—United States, its posses- 
sions, Canada, Mewico, Central America, South 
America, Spain, and its colonies. One year, 
$3.00; Foreign countries not taking domestic 
rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Check, 
Post Office Money Order, Hapress Money Order 
or _— Draft, payable to HarpWarE AGB, New 
York. 


Division of the United Business Publishers, Inc., 239 West 39th Street, New York City. 
A. Musselman, Vice- President; Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 
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Docs the ‘Retailer 
WASTE MONEY 


Trying to Economize? 


HE Chain Stores’ chief source of 

revenue comes from ELIMI- 
NATING the WASTE in operating 
a RETAIL Store. 


What are the WASTES in a Retail 


Store? 


The Independent Retailer’s greatest 
waste is the wasted opportunity to do 


MORE BUSINESS. 


It is a proven fact that if people SEE 
more merchandise they will discover 
MORE NEEDS. The Retailer’s great- 
est weakness is under-estimating the 
volume of merchandise that can be 
absorbed by his community. The 
proof? Doesn't the chain always sell 
more merchandise than a dealer 
dreamed could be sold in that com- 


munity? 


For example, if Open Display with 
Plain Prices on everything will sell 


MORE merchandise—then isn’t the 
lack of these things a waste? 


If more Light attracts more trade (and 
there are a hundred thousand chain 
stores to prove that it does) then isn’t 
the lack of light a waste? 


If Advertising attracts trade, if Bar- 
gains attract trade—then isn’t the lack 


of these things a waste? 


Eliminating waste Reduces Costs—In- 
creases Sales—Reduces Selling Prices 


—Increases Profits! 


Probably the greatest waste in an In- 
dependent Retail Store is the failure 
of a Retailer to co-operate with a 
Wholesaler who is prepared to supply 
the Merchandise, the Advertising, the 
Equipment, and the Sales Plans so 


necessary for success in Retailing. 


Co-operate with the Wholesaler Who Co-operates with You 
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TRADE WINDS 


By LLEW S. SOULE 


OME, at least, of the heavy cost of distribu- 

tion through independent channels is due to 

flagrant abuse in the matter of returned goods; 
abuse by the consumer and—abuse by the retail mer- 
chant. 


Much of the trouble harks back to the over-em- 
phasized guarantee, a trouble which some of our 
chain store competitors are beginning to realize in 
the sale of certain articles carrying an unreasonable 
guarantee. Their returned goods problem bids fair 
to make a very appreciable dent in their estimated 
profits for 1930. 

Undoubtedly the public has a right to expect that 
defective merchandise will be replaced. If the aver- 
age guarantee dealt only with faulty material and 
workmanship, and was strictly interpreted and lived 
up to, all would be well. However, such is not the 
case in the majority of instances. In the fear of not 
making a sale, too many retail merchants and sales- 
men, not only stress but stretch the terms of the 
manufacturer’s guarantee. In most cases they do 
not explain the terms when the sale is made. In- 
stead, the guarantee gets most of the attention, and 
the points it covers are either slurred over or not 
mentioned. There is probably more moral cowardice 
displayed in the use of the guarantee and in dealing 
with returned goods than in any other phase of mer- 
chandising today. 

Naturally, the customer who has been over sold 
on the guarantee, and under sold on what it stands 
for is inclined to return the article on the slightest 
provocation. In such cases we can hardly blame 
him. He is only following the standard to which he 
has been educated by his source of supply. When 
the customer is definitely told just what the guaran- 
tee means, and its limits, he is not apt to return the 
article unless its return is amply justified. The time 
to settle the returned goods problem is when the 
goods are sold. 

The merchant naturally wants satisfied customers, 
hut the over-selling of a guarantee breeds dissatisfied 
customers. It leads them to expect more than is rea- 
sonable; to expect articles to stand abuse as well as 
use. When that expectation is not fulfilled, dissatis- 
faction comes as a matter of course, and the articles 
are returned. Then, very often, despite the mer- 
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chant’s attitude on replacement, the dissatisfaction 
remains. 

We do not say that the merchant has no right to 
guarantee the goods he sells. He has a perfect right, 
moral and legal, to make that guarantee as broad and 
as strong as he wishes. But—when he exceeds the 
limits of the manufacturer’s guarantee, he has no 
right to expect his jobber or the manufacturer to 
replace goods on grounds not covered by that manu- 
facturer’s guarantee. He is morally bound to accept 
the responsibility for his own unauthorized guar- 
antees. 

The returned goods problem adds heavily to the 
costs of distribution, not only in the cost of the 
goods, but in freight and express charges, time and 
office expense. When unjustified, it puts an unwar- 
ranted burden on the whole independent distribution 
system, a system in which future success depends 
upon reductions of expense, rather than increased 
costs. 

Only this morning we received a letter from a 
wholesaler in which he says: “We have what we 
believe is an outstanding example of the returned 
goods problem, in the,return to us by a merchant, 
of a straight-blade razor, which was sold to him 
twenty-seven years ago. The defect which this mer- 
chant claimed merited replacement was caused by 
someone evidently trying to cut some material that 
razors were never intended to cuf. Of course, you 
realize that the sale of such razors is practically nil, 
so far as the hardware jobber is concerned, and, as 
a matter of fact, we have not carried any in stock 
for several years. 

The letter goes on to say: “In this particular in- 
stance we are going to allow credit for the razor, not 
that we think we should do so at this late date, but 
because we want the razor. We intend to frame 
it and place it in some conspicuous place in our office 
as an example of the unfairness sometimes displayed 
in the matter of returned goods.” 

We wonder what kind of a guarantee was used as 
a clincher in the sale of that razor to the customer ? 
It must have been as all-embracing as a circus an- 
nouncement, and as elastic as rubber. At least, the 
limit extended over more than a quarter of a cen- 
tury. 








RESIDENT HEG- 
NER: The next fea- 


ture on the program 4 


is a playlet, entitled “A 
Day with the Traveling 
Salesmen.” (Applause. ) 

(Salesman No. 1 enters 
with a slouching manner, 
hat on, smoking cigarette.) 

SALESMAN: Boy, what 
a night I had! (Throw- 
ing bag on desk and sit- 
ting down in chair.) By 
the way, what’s your 
name ? 

Mr. HEAteE: Heale’s my 


~ 


Carter. I represent the 

Gyp Ashcan Company. 

Boy, some can! We are 

selling a lot of them. We've got a 
nice price on gross lots. 

MeErcHANT: Well, now, we are 
not quite in the gross-lot class for 
ashcans at the present time. 

SALESMAN: Put them down in 
the cellar. Save yourself 20 per 
cent. It’s just like putting money 
in the bank. 

MERCHANT: What is your price 
on a dozen? We're pretty well 
taken care of, but we might need 
some of them one of these days. 
What’s the price on a dozen? 

SaLEsMAN: [I'll have to figure 
that out. I’ve been selling them in 
gross lots right along. (Figuring 
price.) $40.25 f.o.b. 

MERCHANT: We are doing just 
as well, thank you. We won’t need 
any of your cans. And now I am 
kind of busy. 

SALESMAN: Isn’t the price right? 
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HOLDING THE 


MIRROR TO 
“Ss ames SALESMANSHIP 


CAST OF ACT ONE 
(Not in the order named) 
SALESMEN: 


H. R. Conner, Pike Mfg. Co. 


Fred B. Hinchman, 
John Russel! Cutlery Co. 


E. R. Sandiford, 
Hardware Age 


Seymour Sears, Tucker Co. 


Archie Phelan 


BUYER: 
Chas. J. Heale. 
Hardware Age 
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MERCHANT: It’s just 
the same as I am getting 
now. 

SALESMAN: Well, we 
have a little better price if 
you can make that three 
dozen. (Blowing ashes 
over desk.) 

MercHANT: I am busy 
this morning, and we don’t 
need any ashcans at the 
present time. Come in 
again some time, and the 
next time you come bring 
your best price in first and 
park the cigarette outside. 

SALESMAN: Gee, that 
guy is a touchy bird. (Ap- 
plause. ) 

* es @ 

(Two salesmen enter.) 

SALESMAN No. 2: Good morn- 
ing, Mr. Heale. How are you this 
morning? My name is Smith, of 
the Hodge-Podge Company. And I 
would like to have you meet our 
sales manager, Mr. Brown. 

MERCHANT: Well, I am glad to 
see you. But I am only an ordinary 
sort of a fellow and I don’t know 
how I can match wits with the two 
of you. I am going out to lunch in 
a few minutes. You fellows go out 
to lunch also and have a little argu- 
ment between yourselves, and the 
one that wins the argument comes 
back and talks the line. (Ap- 
plause. ) 

.* * 

(Salesman enters, case in hand.) 

SALESMAN: Good morning, Mr. 
Heale. Been up to the convention? 

MeERcHANT: No. I am going, 
though. 
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SALESMAN: I see Brown is up 
to the convention. You know, I 
don’t know what that guy goes to 
conventions for. He just goes up 
and hangs around. I don’t know if 
it does him any good. I think if he 
stayed home and took care of his 
business he might be able to pay his 
bills once in a while. 

MeERcHANT: Of 
doesn’t interest me. 

SALESMAN: I know. But if some 
of these guys would stay and attend 
to their business instead of going 
around to conventions, we fellows 
might be able to see them once in 
a while. We spend a lot of money 
traveling around. Anyway, I think 
the chain stores are putting a bunch 
of them off the map. I don’t think 
they have a look-in any more. I 
think the hardware business has 
gone on the rocks. I am fed up 
on it. 

MERCHANT: Gee, you make me 
feel good. 

SALESMAN: Well, you’re work- 
ing for a good house. You have a 
good job. Take my house. How 
do they appreciate a man who goes 
out and plugs all day for them? 

MERCHANT: Meaning you? 

SALESMAN: Certainly, meaning 
me. I think the wholé business is 
shot. Anyway, look at the weather 
we had yesterday. How can a man 
work in weather like that? You go 
out and get all soaking wet. You 
don’t feel like calling on a man. [ 
went to the movies. 

MERCHANT: Fine. 
makes business good. 

SALESMAN: You can’t expect a 
man to work in rainy weather. And 
another thing—I have these sam- 
ples, and if they get wet I can’t 
show them. 

MercHantT: Well, I tell you 
what to do. On your way out— 
you will be going out right away, 
I suppose— 

SALESMAN: But I want to show 
you my samples. 

MERcHANT: Oh, you sell goods, 
too? 

SALESMAN: Don’t you know who 
I am? 

MercHANT: No. I thought you 
were just here from the Down and 
Out Society. 

SALESMAN: I represent the No 
Cut Cutlery Company, and I want 
to show you my line. 


course, that 


That’s what 


MERCHANT: We are pretty well 
taken care of on cutlery. 

SALESMAN: What line do you 
carry? 

MercHantT: Weare carrying the 
Punko Line. 

SALESMAN: 
our line? 

MERCHANT: No, because if your 
firm is going out of business we 
wouldn’t want to get tied up with 
you. 

SaLesMAN: I don’t think they 
are going out of business, but | 
think things are rotten. You had 
better let me open this sample case 
up for you. 

MercHantT: All right. 
snappy. 

SALESMAN (opening case): 
There’s a good number. Six dollars 
a gross. Do you like that? 

MERCHANT: Are these the sam- 
ples that were out in the rain? 


Can’t I show you 


Make it 


we put into our surplus and which 
we are probably going to divide 
some day. We thought last Janu- 
ary was a wonder, but this year our 
January business exceeded last year 
by 30 per cent. 

When I get along and see some 
of these younger fellows on the 
road, and the type of men we have 
in the business, I appreciate all the 
time that this thing doesn’t come 
easily. If a man is going out to sell 
merchandise, he has got to be .able 
to sell it; he has got to know his 
job; he has got to be on the job; 
he has got to treat his people square- 
ly and keep his promises. 

MercuantT: That is the way we 
find it. You know, you kind of talk 
differently than a fellow who was 
just in here. About all he was talk- 
ing about was going to the movies 
on rainy days. 

SALESMAN: Well, I want to tell 





A DAY WITH THE TRAVELING SALESMEN 


This two-act playlet was presented on the occasion of the recent 
PASHA convention at Atlantic City. It was given by members of the 
Hardware Boosters, New York, Friday, February 14, and was essentially 
an extemporaneous presentation, the only guide being an outline of 
characteristics as prepared by Mr. Sears, with the help of the others 





How about 
We got 


SALESMAN: Oh, no. 
this one—$4 a gross? 
cheaper ones. 

MercHantT: This duplicates our 
line too much now. I still think that 
you don’t want the business, any- 
way. You know my stenographer. 
Well, she will write out your resig- 
nation to your house. 

SALESMAN: Well, [ll see you in 
a couple of months. 


* * * 


(Mr. Sears, playing the part of 
a salesman, enters.) 

SALESMAN Sears: Good morn- 
ing, Mr. Heale. How’s it coming? 

MERCHANT: Pretty well, thank 
you. We are doing pretty well with 
your line. 

SALESMAN: I want to tell you it 
is a real pleasure to be traveling for 
a house like mine. We did a real 
business last year. I have been 
twenty-seven years with my house, 
and last year exceeded any business 
we ever did, even during the war. 
We paid one dividend and we made 
25 per cent aside from that, which 


you that a man like that probably 
changes his job four times in five 
years. 

MERCHANT: What have you with 
you today? 

SALESMAN: I just got a little 
kick out of my line. We have just 
‘put in a new line of stuff. We have 
made a few changes this year. I 
have a very nice line here. I would 
just like to have you look at it. I 
think you «vill like these goods. 

Now, this is the file line. You 
will notice how perfectly they are 
cut. You will notice how clean that 
line runs. We make everything right 
through in the line. You see, we 
have a full representation of the 
stuff we make. We think we make 
the finest product in the world. It 
is an American made, Swiss pattern 
file, and it is a thing for which the 
demand is growing continuously. 

MErcHANT: This is really an im- 
provement on your former line. It 
is extending it a bit. I will tell you 
what to do. You don’t come here 
very often, and we have been do- 
ing business with you for quite some 
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time. Supposing you take a look 
through the stock on files and make 
up what you’ think I need. You 
haven’t overstocked me in the past, 
and I don’t think you will do it in 
the future. 

SALESMAN: In the many years 
we have done business together, you 
have been very courteous to me. I 
went through your stock just before 
I came in. Here is a list of just 
what you have outside, and my sug- 
gestion of what you might use. 

MercnaAntT: That is fine. That 
will save some time. Excuse me 
just a minute while I look this over. 
Well, some of these are new, but I 
guess we can try them. On this last 
item you had better make that six 
instead of three dozen. 

SALESMAN: All right. I would 
rather undersell you than oversell 
you. 

MERCHANT: Say, you are pretty 
active in the Salesmen’s Association 
work, aren’t you? 

SALESMAN: Well, any man will 
find it worth while to be in an asso- 
ciation—I don’t care whether it is 
the Retailers’ Association, the Job- 
bers’, or the Traveling Men’s Asso- 
ciation. You can’t get anywhere 
without organization. 

We have got a darned fine crowd 
over in the Boosters in New York. 
A lot of the boys are coming in and 
our membership keeps growing, and 
we become of more value to our- 
selves and to our houses and trade 
all the time. 

MERCHANT: It seems to me that 
in the main we are getting a better 
class of salesmen coming through 
these days than we used to. 

SALESMAN: They have to be bet- 
ter or they can’t live. You know 
the fellow that used to swap stories 
with the clerk, sit talking to your 
stenographer, and sit on your coun- 
ter and tell stories to the clerk while 
waiting for you. Well, that fellow 
is gone. He can’t exist any more. 

MercHANT: His grandson was 
in to see me a little while ago. 

SALESMAN: Well, I don’t think 
you will ever see that bird again. 
Well, good-bye. I am mighty glad 
to have seen you. Remember me to 
Mrs. Heale and the rest of the fam- 
ily. 

MERCHANT: 
plause. ) 


Good-bye. (Ap- 


(Salesman enters with hat on— 
trips over step.) 

SALESMAN: Hello, Charlie, how’s 
things? Get that last shipment all 
right ? How were the goods? Okeh? 
Got enough? Well, see you again. 
So long. (Applause. ) 

ko Ox 


(Salesman enters, calling out to 
man in rear of store, “Hey, George, 
wait for me. I’ll be right out. I'll 
kill this bird in five minutes.’ ). 

SALESMAN: Good morning, Mr. 
Heale. I represent the Dirty Shovel 
Company. Boy, we’re cleaning up. 
There’s a real shovel—cold rolled, 
painted handle, a dozen to a box, 
delivered at your door. You can’t 
do without them. I sold the fellow 
right next door. Why, there’s noth- 
ing to it. Just look it over and put 
your name on the dotted line. I’ve 
got to make another town today. 
We're going to clean up while the 
cleaning up is good. Come on, make 
it snappy. 

MERCHANT: You comeback 
again with a deaf and dumb man. 
Send the deaf and dumb man in 
with a sample and let me look at it. 
Maybe I can use it. I don’t know 
what you are talking about. 

(Salesman makes exit, shaking 
head in disgust.) (Applause. ) 

Ss 


(Saiesman enters.) 

SALESMAN: Good morning, Mr 
Heale. How are you? I just saw 
Jones going out. You don’t buy any 
goods from that fellow, do you? 

MercHANT: Why? 

SALESMAN: He’s got a terrible 
reputation. The house he works for 
is just as bad. I wouldn’t buy any 
goods from a fellow like that. You 
know, he is out boozing around at 
parties almost every night and run- 
ning around with women. You 
ought to buy your goods from a 
good house. 


Mr. Sears: In the next act | 

am going to be the buyer for 

a few minutes and Charlie 

Heale is my head clerk, out 

there unpacking goods and 
checking invoices 

See next week’s Hardware 


Age for the Second Act 











MeERcHANT: Do you know any 
good ones? 

SALESMAN: Certainly. Take my 
house, for instance. By the way, 
did you buy anything from him? 

MERCHANT: Yes — lawnmowers. 

SALESMAN: What kind did you 
buy? 

MercHANT: The Bingo. 

SALESMAN: For heaven’s sake. 
Did you really buy that line? 

MERCHANT: Yes. 

SALESMAN: Can’t you cancel the 
order? That’s the worst line of 
lawnmowers in the country. You'll 
have them all on the floor. You 
won't sell one of them. They’re no 
good. 

Now, I’ve got a good line of 
lawnmowers. I tell you what I think 
you ought to do. I think you ought 
to send a cancellation in. I don’t 
want to see a house like yours stuck 
with a bum line of mowers. I want 
you to come down to the hotel and 
look at my line. 

MercuantT: No, but I tell you 
what I will do—I will go as far as 
the door with you. (Handing sales- 
man his hat and bag and escorting 
him to the door.) (Applause.) 

a | 


(Mr. Sears enters, taking part of 
salesman. ) 

SALESMAN: Good morning Mr. 
Heale. 

MERCHANT: Good morning, Mr. 
Sears. I didn’t see you there. 

SALESMAN: Well, I saw you 
were busy and I didn’t want to 
come in. 

MercuantT: Well, I am busy. 

SALESMAN: Is there anything 
you want to say to me? 

MERCHANT: I knew you were 
coming in this week, but I didn’t 
know just when. I mailed in an 
order about three days ago, marked 
your name on it, and said “Hello” 
and a few other things. 

SALESMAN: I appreciate that. As 
a rule, most of us can only work 
from ten to twelve and two to four. 
When I have to stand around and 
wait for a man because he feels that 
I am a good fellow, and he hates 
to tell me he doesn’t want anything, 
he is taking my time and isn’t do- 
ing me any service. The man I like 
to deal with is the one I can go in 
and say, “Hello, Mr. Smith. Any- 
thing you want?” “No.” “See you 
next trip. Good-bye.” (Applause.) 
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s You Blue— 


Regusted, or otherwise dissatisfied with the 
public’s apathy toward your window dis- 
plays? Try this “propolition” of Amos 
‘n’ Andy. It may change the “Sitiation” 


by J. A. WARREN 


T has been a long time since such a universally pop- 
ular feature of amusement and human interest has 
occupied the public mind as Amos ’n’ Andy, now 

being offered over the air by the Pepsodent Company. 
This blackface pair are too well known in their portrayal 
of the lives of two of Harlem’s taxicab owners to need 
any explanation here. 

Suffice it to say that they have “taken the country by 
storm” and one newspaper refers to their time on the 
air as “the quarter hour when the nation pauses.” Peo- 
ple now consider it rather bad form to call friends on 
the telephone during that precious fifteen minutes, and 
Amos ’n’ Andy have done more to eliminate the “detained 
at the office” excuse than anything heretofore. People 
who are of necessity prevented from reaching their loud- 
speakers by the hour set for Amos ’n’ Andy try to get to 
a radio store, where they may be heard. At least one 
New York radio store entrance is packed every evening 
with interested listeners. 


"Ts is sufficient to suggest to the retail dealer in 
hardware, radio, automobile accessories and kindred lines 
that there is an excellent tie-up with this popular feature 
of the air, soon to be augmented by the talking pictures 
or the “audible films,” as they are called in some circles. 

The sketch reproduced here is a suggestion for the 
basis of a window display that will, by its various show 
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cards, signs and properties arrest the attention of the 
passerby and call to his mind his radio friends, Amos ’n’ 
Andy. In addition to the layout shown there may be 
used life-size photos of the pair. Your local photog- 
rapher can produce these if you supply him with a good 
small-size photo to enlarge. This may be glued to 
compo board and cut out, then set up in the display. 

You can letter the Fresh Air Taxicab sign, not for- 
getting to properly misspell the words, “Incorpolated”’ 
and “Presidunt.” The Great Home Bank calendar reads : 
“The Great Home Bank. Reposit Your Money and 
Forgit It.” The table carries the litter of income tax 
blanks, can of paint, heavy hammer and any other odds 
and ends that Andy might be busying his tired mind 
with. The wall shows the unsuccessful attempt to paper 
the office. Wall paper hanging torn suggests that. 

There is an opportunity for displaying such merchan- 
dise as tires, tubes, auto jacks, chains and such acces- 
sories as belong to the automobile. 

Whether or not radio merchandise is displayed as such 
the radio set is part of the picture and should not be 
left out. It helps to complete the suggestion. 

There are, of course, many other ways to build a win- 
dow based on this idea and as the affairs of the Fresh 
Air Taxicab Company unfold many new “sitiations” 
will present themselves and may be played up. 

Naturally restraint should be used in the matter of the 
quantitv of merchandise used with the setting, as too 
much would defeat the idea, while it is also important 
that the merchandise should not be overshadowed by the 
setting. 

With some thought and a little artistry in setting up 
this display much favorable comment in your community 
may be gained for your store. Send a photo of vour 
Amos ’n’ Andy window to HArpWArE AGE. 
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N an effort to reduce expense and increase con- 

venience in packaging and shipping hardware des- 

tined for retail stocks, the committee on freight 
classification of the National Hardware Association of 
the United States has filed with the Consolidated Classi- 
fication Committee of the carriers a brief setting forth 
the reasons for the urgently requested revision of Rule 
12, Section 3, Consolidated Classification No. 5. 

This action took place in Chicago, Feb. 26. The brief 
was prepared by Clarence B. Cardy of Chicago, attorney 
for the wholesale hardware committee, made up as fol- 
lows: 

C. J. Whipple, president, Hibbard, Spencer, Bartlett 
& Co., Chicago, chairman; A. H. Nichols, vice-president, 
Buhl Sons Co., Detroit, president of the National Hard- 
ware Association; A. J. Gaehr, vice-president, George 
Worthington Co., Cleveland; A. J. Bihler, president, 
James C. Lindsay Hardware Co., Pittsburgh; John T. 
Martindale, president, Van Camp Hardware & Iron Co., 
Indianapolis. Herbert P. Sheets, managing director, 
National Retail Hardware Association, has been co- 
operating with the committee: 

Here is the C. C. rule under attack: “Section 3. The 


Jobbers Jump on 


“Rule 12” 


Freight Classification Committee of the National 
Hardware Association (Jobbers) Files Vigorous 
Brief Urging Revision of Old and Impracticable 
Regulation Which Makes Every Package Take 
the Rate of Its Topmost Content 


HE above illustration shows 

six different classes of 
freight, according to the Official 
Classification prevailing at pres- 
ent. Each class must be pack- 
aged separately as shown in the 
other photograph accompanying 
this article. 

The same order as here shown as it 
must now be packaged in six different 
cartons for shipment. The packages 
contain the following articles: Box 
No. 1, Tinware, Nested. Class R 25, 
20Y%2 X 13 X 9; Box No. 2, Grass 
Shears, Class 2nd, 144% X 8 X 6%; 
Box No. 3, Hand Air Pump, Class 1st, 
12 X 9 X 5; Box No. 4, Harness 
Snaps, Class 3rd, 12 X 9 X 5; Box 
No. 5, Dry Glue, Class R26, 11% X 
7 X 4; Box No. 6, Iron Tacks, Class 

4th, 11% X 7 X 21%. 


charge for a package containing freight of more than 
one class shall be at the rating provided for the highest 
classed freight contained in the package. All the articles 
need not be specified on the shipping order or bill of 
lading, but only one of the articles taking the highest 
rating; in such instances the following notation must 
also appear on the shipping order and bill of lading, ‘and 


other articles classified the same or lower.’ ” 

Chairman Whipple, in behalf of his committee, makes 
a succinct statement, quoted in part: “Last spring in 
four different jobbing houses we started an investiga- 
tion of over seven hundred shipments destined to points 
in four different classification areas. The analysis 
showed that the higher classed items, which caused most 
of the trouble, represented less than 15 per cent of the 
merchandise to be packed. 

“To strictly separate these shipments according to 
classification would have required 1627 packages, and 
the revenue to the railroads would have been $433.02. 
If each shipment had been combined into one package, 
and classified at the rate of the highest rated article, 
according to Rule 12, Section 3, the revenue would have 

(Continued on page 96) 
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entitled “Accusing Fingers!” 
system from independent viewpoint. 


HILE merchants in other sections of the country 

have waged an earnest yet futile verbal battle 

against chain stores, strictly among themselves, 
our retail friends in the South have concentrated much 
coordinated energy in telling the consuming world a 
few economic facts on the subject. It is from the South 
that W. K. Henderson of Shreveport, La., over station 
KWHK has nightly blasted what he terms false claims 
of cheaper prices in chain stores. His enthusiasm for 
the work has led to cuss words, for which the Federal 
Radio Commission has taken him to task, but no one 
has disputed or attempted to disprove any of the dam- 
ning indictments he has made against “greedy Wall 
Street owned chain stores” and the true ‘‘values” they 
offer the public. 

From the South come also copies of those merchant 
sponsored or supported anti-chain store propaganda 
newspapers, which turn a merciless spotlight on low 
wages paid to chain store employees; on the well-known 
short-term deposits in local banks by the foreign-owned 
stores; on the absolute failures of chain store managers 
or operators to participate in civic, charitable or other 
helpful local enterprises, and most important the actual 
“values” offered. Remember that this work is directed 
at the consumer and ostensibly for his own benefit, with- 
out the slightest trace of worried complaint by inde- 
pendents because of the severity of the competition 


faced. 


Ir is no wonder that a HArpWareE AGE reader in the 
South writes that several mail order branch stores in his 
State have been discontinued, and that he understands 
from good authority that there will be further curtail- 
ment of this activity in that section. Or that another 
reader quotes several chain store managers in Southern 
cites as “discouraged and concerned.” 

Chain stores have become a major political issue in 
the South, with governors of States condemning their 
activities and those anxious to become governors, Sen- 
ators, mayors or Congressmen campaigning on an anti- 


“Truth,” organ of independent merchants in the South published this cartoon, 
It graphically presents the attitude of the chain store 


p UPPING 
4 


® 


By C. J. HEALE 


chain issue and fostering anti-chain legislation. They 
would never take this action for the sole benefit of the 
independent retailers—no, sir—they know that the 
Southern consumer is “chain store conscious” and that 
such an issue has vote-getting merits. All of which 
contrasts rather sharply with the apathetic, academic 
discussions on the subject so common in all other parts 


of the country. 


E.s GALLAHER, editor Clover Business Service 
and treasurer of the Clover Manufacturing Co., Norwalk, 
Conn., told the recent Connecticut hardware convention 
that “statistically the chain store is slipping badly. They 
have reached their zenith and are going backward, due 
largely to their attempts to broaden excessively their 
scope.” 

The chains are not without publicity support and have 
proved themselves very powerful and efficient in curbing 
legislation which was unfavorable to their interests. 
They, too, have statistics. The Chain Store Age in its 
March, 1930, issue devotes nearly a page to a compart- 
son of January, 1929, chain store sales with the volume 
for January, 1930, showing business done for the first 
month of the current year and giving the percentage of 
increase over 1929, with only about five out of some 
sixty chains showing a decline. But—and there is often 
a but—the report very generously includes this expla- 
nation: “No allowance is made in the following com- 
parison of sales for the difference in number of stores 
operated on the respective dates.”’ 


Tue Retail Ledger, covering in a more limited way a 
few highlights on the subject for the same period of 
time goes into more detail, confirming our suspicions 
that sales per unit store are not so good, and that were 
it not for substantial increases in the number of stores 
each year the gross sales increases would not be so im- 
pressive, for in only one instance do we find the per- 
(Continued on page 90) 
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How to Meet Chain Store and Canvassers 
Competition on Aluminum Ware 


NDEPENDENT retailers are 
worrying the chain stores and 
canvassers. You would not expect 

it to be otherwise. Independent re- 
tailers have successfully distributed 
America’s products for the past 150 
years, while the cut-price chain stores 
are less than 150 months old. 

Last year I spoke before the Ki- 
wanis Club on the subject of “Why 
the Chain Stores Are Doomed to Go 
Out of Businesss.” Many doubted the 
idea then, but no one who has an- 
alyzed the facts can doubt it now. 

By the term “chain store,” I re- 
fer to a certain class of price cutters, 
since there are two kinds of chain 
stores, entirely different in principal 
and operation. 

There is the Marshall Field type 
which goes into a community to give 
“service.” The service type of chain 
store actually helps build up the com- 
munity. New buildings are con- 
structed. More people are given em- 
ployment. Population increases and 
business prosperity prevails. 


ji other type of chain store, the 
price-cutting chain of which we have 
entirely too many, selects a thriving 
community and then begins a pro- 
gram of destruction. Buildings soon 
become empty; values and rents de- 
preciate and general business turmoil 
seems to follow. 

Many independent retailers who at- 
tempted to follow the chain store cut- 
price method have already gone into 
bankruptcy or have found themselves 
unable to pay their bills. Any re- 
tailer, large or small, will find the 
chain store cut-price practice destruc- 
tive to his bank balance; here is the 
underlying economic reason for it all: 

There are approximately 25,000,- 
000 producers in America (The Gov- 
ernment figures quoted the total at 
24,675,000), and approximately 51,- 
000,000 non-producers, which proves 
that two-thirds of our people must 
live and prosper in the distribution 
of our products, while one-third pro- 
duce the manufactured and agricul- 





*From an address before the Chicago Retail 
Hardware Association. 


By H. A. CHURCH 


General Sales Manager, Aluminum Products Co., 


La Grange, III.* 
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tural commodities which go to make 
up our national wealth. 

Farmers, factory . workers, mine 
operators, skilled labor and common 








H. A. CHURCH 











labor represent the one-third of our 
adult population which are producers, 
while bankers, merchants, brokers, 
railroad employees, sales people, real 
estate operators, newspaper forces, 
advertising groups and professional 
people represent the other two-thirds. 
It requires 50,000,000 people to trans- 
port, sell, finance and distribute the 
product produced by our 25,000,000 
workers; two to one. 

To give all our people a living, we 
must maintain a system of merchan- 
dising and selling which provides an 
adequate revenue for the 50,000,000 
distributors and another adequate 
revenue for the 25,000,000 producers ; 
a ratio of at least three times the 
“prime” cost to arrive at the retail 
selling price. An item that costs $1 
to build, should, therefore, retail for 
$3. This the cut-price chain store 
system fails to do. 

If we in America want to continue 
to enjoy prosperity and the conve- 
nience of the automobile, the radio, 
the oil burner, the iceless refrigerator, 
the airplane and the summer and win- 
ter vacation—if we want to continue 


our progress, which we certainly do, 
adequate revenue must be provided 
between the"prime producing cost and 
the retail selling price to foot the bill 
for these conveniences. This the 
cut-price chain store system fails to 
do, 

During the years that America has 
enjoyed prosperity and ending with 
my last available report, as of Dec. 31, 
1928, we find that it costs 45 billion 
dollars to maintain the 25,000,000 
families residing in America; $150 
per month per family averaged. This 
expenditure includes rents, taxes, 
foods and other living costs, while. 
according to the Metropolitan Life In- 
surance Co., operating incomes totaled 
approximately 60 billion dollars an- 
nually. That left a 15 billion dollar 
“backlog” for national prosperity, 
luxuries, conveniences, investments, 
CC. 

Any movement that tends to depre- 
ciate the in-between revenue—in be- 
tween the prime producing cost and 
retail selling price—naturally reduces 
our prosperity “backlog” and reduces 
the opportunity for the American 
family to own their own home, their 
automobile, radio and other conve- 
niences. Just how much the present 
chain store system has already de- 
preciated our “backlog” is not yet de- 
termined. 


Rx chain store came into our 
distribution system on a “declin- 
ing’’ market immediately following the 
war. Each new drop in commodity 
prices was quickly passed along to the 
public through chain stores, which 
were months ahead of independent re- 
tailers with the new lower-priced mer- 
chandise. The public began patroniz- 
ing chain stores because of this ap- 
parent price advantage. 

Finally, the commodity price 
reached bottom; ten pounds of sugar 
was quoted at approximately the same 
price by both independents and chain 
groups. The price appeal was no 
longer there; consequently, the next 
step to show the price advantage was 
the cheapening of the commodity into 
what is now known as chain store 
goods. 
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Mass production had to be devel- 
oped. Goods that appeared like the 
original were put up under private 
brands that appeared like the original 
were put up under private brands and 
displayed by chain stores at a rela- 
tively lower price; we possibly could 
call it “bootleg” or “counterfeit” mer- 
chandise; there was no getting away 
from that “price appeal,” providing 
the chain store wanted to stay in 
business. They really have nothing 
else with which to draw the public’s 
attention. 

Now the chain store buys direct 
from the producer at the jobber’s 
price, or less, and in place of a three 
times cost basis, the chain store retail 
price is generally two or two and one- 
half times prime cost; one-third less 
than the mark-up needed to keep our 
people supplied with necessities and 
luxuries; one-third less than the 
necessary revenue to guarantee pros- 
perity. 


A TWO times cost basis creates 
no demand for a new product. It al- 
lows no revenue for research or for 
advertising. Two times costs elimi- 
nates the necessary revenue to support 
one-third of our people; with one- 
third less buying power we cannot 
progress. 

The chain store price appeal or cut- 
price selling method does not create 
new business; it only supplies an ex- 
isting demand at a loss of the neces- 
sary revenue. 

What has that to do with aluminum 
ware? Five years ago the Aluminum 
Products Co., in La Grange, Ill., had 
a problem to solve. We had been 
in business since 1909 and from a 
meager beginning had grown steadily 
into one of the four largest producers 
of aluminum ware in America. 

We operate four factories and our 
own rolling mills. Was the chain 
store going to drive us out of busi- 
ness? To answer that question took 
several years of investigation to ar- 
rive at a decision. The chain store 
is not going to drive us out and it 
is not going to drive you out—not 
if our experience and information is 
of any advantage to you. 

Most of you retailers know how we 
met the chain store situation. We 
were making “Lifetime” ware of 18- 
gage pure sheet aluminum. It was 
a good line. It was too good for the 
chain store, but it was not good 
enough for the public. The old 18- 
gage line felt and appeared too close 
to the chain store goods. 

We took this ware entirely out of 
the chain store classification. We 
made it of the heavier standard 16- 
gage quality. Through the effects of 


our chain store investigation, which 
prompted us in building the heavier 
16-gage line, retail sales of this line 
have increased over 200 per cent dur- 
ing the past five years. 

Now about the house-to-house can- 
vassers. Ten years ago, when chain 
stores first began their price-cutting 
crusade, aluminum ware was one of 
the first hardware commodities to be 
sacrificed. They saw a chance to fool 
the public by offering thin aluminum 
ware, lighter than the standard gage 
at what appeared to be attractive 
prices. 


Soon the call for something 
“cheaper” poured in from all classes 
of retailers. Many hardware stores 
actually loaded their shelves with 
cheap thin aluminum and _ quality 
products began disappearing almost 
entirely from displays. | House-to- 
house canvassers, therefore, found a 
ready demand for heavier lines, which 
the retailer no longer displayed. This 
gives you some understanding as to 
why the house-to-house volume 
reached such a large totai. The 
nouse-to-house demonstrator was also 
selling health, the value of foods, and 
a course in cooking—misrepresenting 
the fact, however, that their particu- 
lar aluminum was the only ware es- 
pecially adapted to this purpose. 

The canvasser, however, is secur- 
ing more per pound for his aluminum 
ware than the public will stand. There 
seems to be a law of average. The 
evil of a “loaded” retail price is even 
worse than one which cuts the price 
and reduces the revenue. Conse- 
quently retail dealers who desire to 
conduct the canvasser may easily do 
so by featuring waterless cooking 
utensils of thick variety on a three 
times prime cost basis, since the can- 
vassers’ prices are all established 
five times cost or higher. 


Eww is plenty of profitable 
business in cooking utensils. Accord- 
ing to a recent survey conducted by a 
house-to-house canvass, America 
spends approximately 86 million dol- 
lars annually for cooking utensils, an 
average of $3.50 per family per year. 
According to a survey, recently 
made, the aluminum cooking utensil 
business is split about fifty-fifty be- 
tween independent retailers in one 
group and chain stores and can- 
vassers in the other group. Can- 
vassers are taking over 20 million dol- 
lars and chain stores approximately 
7 million dollars from the buying pub- 
lic for aluminum cooking utensils. 
3efore the canvasser actively en- 
tered the field, the chain stores and 


independent retailers were supplying 
90 per cent of the aluminum cooking 
utensil business, and were flooding the 
market with thin sale ware. Chain 
stores were then enjoying aluminum 
sales in excess of 12 million dollars 
annually, as against a reduced volume 
of 7 million dollars last year. 

Chain stores lost 40 per cent of 
their aluminum ware business, and 
the independent retailer also lost 40 
per cent of his aluminum ware busi- 
ness—due largely to the fact that the 
public became dissatisfied with the 
poor service they were getting from 
thin aluminum ware. 

Retailers are not to blame for this 
loss of business and customer confi- 
dence, nor is the jobber who sold you 
the thin 24-gage goods entirely to 
blame. There was an overproduction 
of lightweight aluminum when the 
chain stores’ volume decreased. 

It could not have been otherwise. 
A recent survey proved that the 
average home purchases one alumi- 
num cooking utensil per year. lor 
each 1000 families in the retailer's 
trading district the potential sales are 
1000 pieces. Sixteen-gage standard 
ware which retails at an average of 
$1.65 per piece nets $1,650, while thin 
24-gage chain store aluminum, aver- 
aging 59c. per piece nets only $590, 
or a sales loss of $1,000 on 1000 
pieces. 


‘ew aluminum ware does not 


create a demand for new merchandise. 
it only supplies an existing demand 
at a loss of revenue. You cannot 
sell the second tea kettle to a cus- 
tomer when the one she now owns is 
giving service. She has no room on 
the same stove for two tea kettles. 
Does this not suggest a solution for 
the independent retailer ? 

Since thin aluminum ware has no 
further acceptance of public appre- 
ciation, why fot let the chain stores 
have all the thin 24-gage aluminum 
ware business? Let your customers 
know that chain store aluminum is 
valueless and that the canvassers’ 
prices are in excess of values offered. 

The opportunity for increasing 
your aluminum ware sales was neve1 
better. Stocks are low. The public 
has lost confidence in chain store mer 
chandise and is unwilling to take the 
canvassers’ proposition. They are 
just waiting for you independent re- 
tailers to bid for the business again. 

When you go back to your store 
tomorrow, look at your aluminum 
ware display. If it appeals to you as 
being well arranged and attractive in 
appearance, a display you are proud 

(Continued on page 47) 
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ORE than thirty years ago 

the writer, who was then 

manager of the hardware 
department for the M. J. Carnahan 
Company stores in Washington, 
Ind., prevailed upon the owner to 
lease the building now occupied by 
the O’Donnell Hardware Co. It was 
also agreed that I would be allowed 
to arrange the hardware stock in a 
more modern manner. The store of 
H. A. Martins & Sons, Lancaster, 
Ohio, with whom I had been asso- 
ciated for several years prior to com- 
ing to Washington, served as our 
model for the purpose. While it was 
an innovation in that era to en- 
deavor to make an attractive estab- 
lishment out of a hardware store, 
we succeeded in doing so, and it 
proved a profitable investment. In 
1910 the interests of the Carnahan 
Company were acquired by Patrick 
S. O’Donnell and the writer and the 
firm name was changed to the 
O’Donnell Hardware Co. During 
the last few years we realized that 
the hardware store of the 1900 
period was unsuited to modern mer- 
chandising, and heeding the advice 


This view of the O’Donnell store shows the new ar- 
rangement as planned and executed by the Duluth 
Show Case Co. Compare with the opposite picture. 


MODERNIZING 


Clearly Indicates Its Economic Value 


by L. H. O'DONNELL 


O’Donnell Hardware Co. 
Washington, Ind. 


of hardware trade publications, we 
started preparations to modernize 
our store. 

Early in the spring of 1929 we 
visited many of the outstanding 
modern hardware stores in the Cen- 
tral West. We inspected stores in 
Indiana, Illinois, Missouri and Ken- 
tucky, devoting considerable time to 
our investigation. Particular atten- 
tion was given to our individual re- 
quirements, and the equipment avail- 
able was thoroughly considered. 
Every single detail was carefully 
studied, and only the best ideas 
gleaned from the various stores 
visited and from manufacturers 
were incorporated in the final plans 
for rearrangement. We decided to 
install a complete outfit of new 
equipment and to dispose of all of 
the old fixtures. The new fixtures, 
which were planned and constructed 
by the Duluth Showcase Co., Du- 
luth, Minn., were delivered in Au- 
gust and the entire change was made 
within two weeks. During the time 
the fixtures were being installed we 


were able to take care of a larger 
volume of business than we had had 
during the corresponding two weeks 
of the previous year. 

Included in our equipment are 
twenty-eight display tables, a mod- 
ern nail counter and wrapping coun- 
ters. On the east side of the store 
there are eighty feet of hardware 
cabinets having display panels with 
green felt background. All fixtures 
and woodwork are of solid oak, dark 
finish, which, we think, lends an at- 
mosphere of quiet dignity. The in- 
terior of all cabinets is similarly fin- 
ished as well as all shelving. On the 
west side the paint department has 
fourteen panels. Each of the four- 
teen panels is painted to demonstrate 
the actual use of one particular paint 
specialty. The backs of the panels 
are devoted to charts, color cards 
and miscellaneous selling helps, 
which effectively utilizes both sides 
of the painted panels. To our knowl- 
edge this is the first time a display 
of this kind has ever been attempted, 
as it was evolved by a member of 
the firm. Those engaged in or in- 
terested in painting and decorating 
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As the O’Donnell store looked before the trans- 
ideas from 


various stores were selected to replace the old plan. 


formation shown opposite. The best 


- 


have spoken highly of this particu- 
lar feature. 

One principle followed in the ar- 
rangement was the correct grouping 
of the various items, each class of 
related and kindred merchandise 
having a definite location in a special 
group.  Glass-partitioned display 
tables, together with the display 
space above the wall cabinets places 
practically every item before the 
public and simplifies stockkeeping. 
Results of the rearrangement of the 
store clearly and unmistakably indi- 
cate the economic value of modern 
equipment. There has been greater 
activity, sales are made quickly and 


more efficiently because everything 
is in plain sight and readily accessi- 
ble. The convenience of open dis- 
play saves time and prompts custom- 
ers to purchase more goods. 

While builders’ hardware, tools, 
general hardware, cutlery, paints, 
sporting goods, electrical appliances, 
housewares and toys have always 
been our volume of business, we 
have in recent years been branching 
out and specializing in the sale of 
radio, stoves, electric refrigerators, 
kitchen cabinets. vacuum cleaners 
and electric washing machines. Our 
entire main floor is devoted to dis- 
play and sales, while the basement 
and third floor are used for storage, 
being easily accessible by electric el- 





evator. The general offices are lo- 
cated in the rear of the main floor 
on a slightly elevated platform, per- 
mitting an unobstructed view of the 
entire main floor. 

Realizing the value of adequate 
lighting, the latest type of fixtures 
was installed in ample numbers to 
provide an abundance of light, prop- 
erly directed, in all departments. 
After our experience of the past 
four months, with our new equip- 
ment installed, we are particularly 
well pleased with the results. We 
know that the additional investment 
will prove a profitable one, and will 
aid us materially in overcoming the 
many obstacles which confront the 
retail hardware merchant of today. 


How to Meet Chain Store and Canvasser’s Competition 


of, one from which a newlywed could 
select her entire kitchen equipment, 
all in one brand, it is my guess that 
your aluminum ware business will be 
quite satisfactory. 

In case your display does not meet 
with your approval, if it looks con- 
glomerated and slightly shopworn, if 
it falls short of customer appeal, why 
not sell it? Sort it out in three 
groups. Put the lightweight 24-gage 
chain store quality on a table by it- 
self. Make another table display of 
the standard 16-gage quality and an- 
other table display of the thick 8- 
gage waterless cooking ware. Pur- 
chase the needed pieces to make your 
16-gage line complete and give the 


on Aluminum Ware 


(Continued from page 45) 


canvassers and chain stores more op- 
portunity to complain while you are 
standardizing your aluminum ware 
business. 

The best way to combat chain 
stores is through the use of a pair 
of scales. Thin 24-gage aluminum 
sells at a higher price per pound than 
that of standard 16-gage aluminum. 
Show your customers the saving in 
buying quality merchandise compared 
with the high price per pound the 
chain stores charge, and use the same 
scales when showing your customers 
the exorbitant prices charged by can- 
vassers tor thick 8-gage ware. 

A pair of scales in your aluminum 
ware department is the sound basis 


on which you can meet chain store 
and canvassers’ competition. Keep a 
few pieces of chain store goods avail- 
able for comparison purposes only. 
Don't sell it and lose a customer for 
other merchandise. None of your 
customers will care for chain store 
aluminum after you show them the 
difference. 

Experienced canvassers are looking 
for employment. Many have left can- 
vassing organizations. They know 
the house-to-house method and will 
welcome the opportunity to solicit 
business for your store on the basis 
of 25 per cent commission. Adver- 
tise for them and let them sell your 
thick 8-gage waterless cooking ware. 





Plugging 


FOR 


TOOL 
TRADE 


In the first place, J. 
L. Roach makes 
friends with many 
mechanics and is not 
afraid to develop 
sales through sugges- 
tion—How he moves 
metal tool boxes and 
sells light hammers 
to housewives 


merchant to get closer to the 
carpenter, the plasterer, the ma- 
son and the janitor—all those work- 
men who use tools to make their 
living—than J. L. Roach gets. For 
years he has fraternized with them 
in friendly fashion ; when they think 
of the tools of their trades, which is 
often, they think of him. Mr. Roach 
runs the Park Hardware Co., 6955 
North Clark Street, Chicago, in the 
Rogers Park section of the city. 
Janitors come into the store early 
and often every day, which accounts 
in part for the fact that tools are 
active there. It’s a slow morning in 
the Park Hardware Co.’s establish- 
ment when a string of janitors do 
not show up to make their pur- 
chases, mainly of tools and supplies 


if would be hard for a hardware 


| HEY buy many pipe wrenches, 


chisels, hammers and valve grind- 
ers; the latter are used to re-seat 
faucets; every janitor has a valve- 
grinder. When building is lively 
plenty of plasterers come in to buy 
trowels and so forth. Masons’ levels 
move in like fashion. Mr. Roach 
knows some of these customers so 
well that he goes fishing with them; 


as every sportsman knows, that’s 
fairly close contact. 

Mr. Roach’s tool volume last year 
was exactly $2,848.32. Because of 
the building situation, it was dbout 
a thousand dollars short of normal. 
This shortage, however, did not 
keep the store staff from plugging 
hard on tools and the other hard- 
ware lines handled. They plug un- 
ceasingly; each year they plug a 
businéss total that nearly hits the 
fifty-thousand-dollar mark. 


Aone with tools, Mr. Roach 
and his assistants push metal tool 
boxes. They sell readily—when 
pushed. “If we did nothing but stock 
these boxes,” says Mr. Roach, “I 
doubt whether we would sell even 
one. They have to be talked about 
and suggested. We are good sug- 
gesters around here.” 

The box in question is relatively 
small, all metal, and has a single 
tray. Mr. Roach prices it at $1.19 
and buys it at $9.80 a dozen. A 
janitor comes in for, let us say, a 
pair of pliers. While Mr. Roach is 


& 


selling him the pliers he manages to 
work something like this into the 
conversation: “See that tool box 
there, Larry? It’s a dandy. Just 
what you need.” 

Larry may grin or grunt. What’s 
the difference, so long as he keeps 
coming? Anyhow, Mr. Roach knows 
his man. Depend upon that. The 
janitor edges over to the box, un- 
clasps the lid and peers inside. 

“Just the thing you need, I said,” 
continues Mr. Roach. “That’s a neat 
box. Not too big; not too little. I'll 
bet your tools are scattered all over 
the boiler room right this minute. 
If you had that box you’d have ’em 
where and when you want ’em.”’ 


W kL, Larry may buy the box 
r he 


then; he may buy it later, or, he 
may never mention it again. All 
dealers know how that goes. Just 
the same, he is made tool-box-con- 
scious. But whether he buys or not. 
Mr. Roach and his helpers keep 
right on plugging. 

So long as he plugs intelligently 
the plugger always wins; Mr. Roach 
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knows that as well as the next one, 
hut he and his force plug only for 
that which is pluggable. 

Plugging for one of the $1.19 
tool boxes the other day, he found 
that the customer wasn’t interested 
in that kind of a box. But he also 
found that the customer was inter- 
ested in a much larger and more ex- 
pensive automatic tool box—one 
with drawers and multiple compart- 
ments—that for about $11. 
What could be better news ? 


sells 


M R. Roach immediately made a 
mental note of that customer’s high- 
ly developed tool-box-consciousness 
and decided to find out more about 
the particular box in question. By 
this time, probably, he has consum- 
mated this sale involving ten times 
the price of the $1.19 box; at any 
rate, he has tried, and by trying con- 
stantl y—plugging, that is—he moves 
mechanics’ tools, not to mention tool 
hoxes and other hardware. 

“Three weeks ago,” relates Mr. 
Roach, “I got in a small stock of 
these small boxes. In that time we 
have sold just 34 of them. There's 
a selling speed of better than a box 
and a half a day. We did it by 


plugging. Display helped, of course, 
hut we believe a dealer should plug 
as he displays. Already I’ve ordered 
our fourth 


dozen of these boxes. 


They ought to be good for a pretty 
long run. 

“This line has another talking- 
point in its favor—and we talk it: 
Each box can be used for fishing 
tackle. Every little argument makes 
the case just that much stronger. It 
is a great convenience for the jani- 
tor especially. In it he can keep his 
fuller-balls, bibcocks, small tools and 
replacements, all under one cover. 
We never miss a chance to tell the 
janitors about it; that’s why the 
boxes are selling.” 


Hamers for housewives! 
Yes, out of the Park Hardware Co’s 
place, a good many light hammers 
are sold to women. “Last 
reported Mr. Roach, “we bought 
two dozen household hammers. We 
have seven of them—all to 
women. For the purpose this ham- 
mer is a good one. In weight it is 
between a nail hammer and a tack 
hammer—just the right size for a 


00d 


week,” 


sold 


woman. Housewives buy a 
many screw drivers, too.” 
Probably Mr. Roach is not broad- 
casting this opinion to his male cus- 
tomers, but it is his opinion, never- 
“About half the men are no 
good at repair work around the 
house, anyhow. Most of the women 


theless: 


are better. So why not sell ‘em 


tools : 






























O'Donnell Relies Largely On 
Modern Tool Display 


Probably the one most important 
factor for increasing the sale of tools 
is the use of up-to-date display 
methods. Because of their univer- 
sal use and the inherent fascination 
tools hold for the average person, 
they respond readily when shown in 
the modern and approved manner. 
L. H. O’Donnell, of the O’Donnell 
Hardware Co., Washington, Ind., 
describes on pages 46 and 47 of this 
issue, some of the advantages of 
modernizing store equipment. The 
fact that Mr. O’Donnell considers 
tools one of the principal lines car- 
ried by the firm is well exemplified 
by the two illustrations shown on 
this and the opposite page. In all, 
eighty feet of wall space is devoted 
to the display of this single line. 
Carefully sampled panels, having 
backgrounds of green felt, and spe- 
cial sections equipped with racks de- 
signed for the specific purpose, com- 
bine to complete a tool display hav- 
ing more than the ordinary appeal. 

The tool user seldom purchases 
a tool without first taking it in his 
hands, to get its “feel” and to try 
the balance. The easier the mer- 
chant can make it to permit the tool 
prospect to do this—the more and 
easier the sales. First however, the 
attention of the store visitor must be 
arrested by a display which shows 
the entire tool line to the best pos- 
sible advantage. Then if the tools 
are. so shown that they can be con- 
veniently examined or handled, a 
definite step has been taken toward 
making a tool sale. Almost every- 
one will concede that twice as many 
tools can be shown to better advan- 
tage by modern display than 
through any other method. In ad- 
dition, salespeople can serve double 
the number of patrons and in a 
more satisfactory manner. Stock 
can be taken with less effort. Short- 
ages are minimized. Related tools 
can be displayed in groups resulting 
in additional suggestive sales. All of 
the factors mentioned and numer- 
ous others lead to greatly improved 
results with tools. Merchants who 
are seeking means to increase their 
tool patronage should give modern 
display primary consideration. It 
has demonstrated its ability to over- 
come many obstacles. 
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Single Stroke Roman 


Alphabet 


By JOSEPH BERTRAM JOWITT 


HIS week we have the sec- 

ond installment of the show 

card single stroke Roman al- 
phabet, letters H, I, J, K, L, M, N, 
O (capitals and lower case). This 
alphabet is probably the most used 
for show card writing on account 
of its legibility and simplicity of ex- 
ecution. The term single stroke 
means that the individual parts of 
a letter are made with one, two, 
three or more single strokes. Single 


stroke brushes are made in_ all 
widths up to one-inch stroke—it is 
simply a matter of selecting a brush 
the width you wish to make your 
letters. If you will study the let- 
ters carefully on the plate you will 
see the unfinished brush marks 
where the brush was removed from 
the card before the stroke was com- 
pleted, as for instance the capital 
letter “O.” This shows just where 
each stroke begins and ends and 
50 





how many strokes are necessary to 
complete each letter. 

All those who are interested in 
learning show card writing are look- 
ing for alphabets that are legible, ar- 
tistic and easy to write. This single 
stroke show card Roman reproduced 
here in installments of seven or more 
letters will give the beginner a com- 
prehensive idea of how to make 
these strokes by following the di- 
rection the arrows point. 

The object of show cards is to call 
attention to the merchandise on dis- 
play. For that reason the card is 
placed conspicuously in the window 
or in the interior of store. How to 
make the card attractive aside from 
the lettering is a very simple mat- 
ter if appropriate illustrations are 
neatly pasted on the card. A timely 
picture illustrating the merchandise 
will in many cases stop the man who 
is in a hurry and thereby draw his 
attention to the merchandise. 


Ir is a great mistake to crowd the 
show card with reading matter. 
Notice the cards illustrated here and 
see how few lines of lettering are 
necessary to carry the point in each 
case. 

For instance, take the card featur- 
ing “Stanley Ornamental Hinges.” 
There are only eight words used in 
this composition which, together 
with the illustration, covers every 
important point. 

The card featuring “Wrenches” 
has about double the amount of 
wording than the Stanley card, yet 
every word is important to carry the 
point, such as “Strength,” ‘“Ser- 
vice,” “All Steel,” “Highest Class,” 
“Seven Sizes.” Of course, show 
cards used for demonstration pur- 
poses, special announcements, etc., 
must in many cases carry lengthy 
copy, but all merchandise that is na- 
tionally advertised requires very lit- 
tle exploitation to sell. 

The Stanley card, which is a 
fancy cut-out design, was laid out 
in the following manner : 

The black stripes extend Zin. from 
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Study the letters 
on this plate. 
Note the unfin- 
ished brush 
marks where the 
brush was re- 
moved from the 
card before the 
stroke was com- 
pleted, as on the 
capital “O” 
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the top and bottom edge of card afd 
are 4 in. wide. The name “Stan- 
ley” is 1% in. high and the top line 
is 3 in. from top edge of card. The 
top line of letter “W” in “Will Give 
Service” is 6 in. from top edge of 
card, and the three lines of lettering 
at the right of the card are each 4 
in. high with 14-in. spaces between. 

The bottom line of lettering, ‘Will 
give highest quality service,” is 734 
in. from top line of card, the letters 
are 4 in., and -were done with a 
No. 2 Soennecken stub lettering pen. 
The lettering above was done with 
a No. 6 Red Sable brush. 

Notice the single strokes forming 
the letters H, I, J, K, L, M, N, O 
at the bottom of plate. The arrows 
show the direction in which the 


strokes should be taken to form the 
perfect letter. Three single strokes 
form the main part of the lower case 
letter “H,” but it requires six little- 
strokes (as the arrows indicate) to 
finish off and complete this letter. 
The letter “K” is formed in three 
strokes also, the third little slanting 
stroke finishes off the top. The let- 
ter “N” is finished in the same man- 
ner as the letter “M,” only add one 
stroke. The letter ““L” is formed in 
the same way as “I” with the excep- 
tion of the right bottom stroke. 

The capital letters at the top of 
plate were executed with a No. 6 
one-stroke Red Sable brush, and the 
lower case letters were filled in with 
a No. 10 Red Sable brush. 

It is a good idea for the beginner 


to stick to one type of letters until 
he has mastered this style of alpha- 
bet as it is a mistake to mix differ- 
ent styles of letters on one card. 
The beginner should not be in too 
much of a hurry and expect results 
too soon without devoting a reason- 
able amount of time in study and 
practice. The writer does not rec- 
ommend the old way of practising 
the alphabet by making A, B, C, 
D to Z, over and over again, as this 
method becomes tiresome and mon- 
otonous and the beginner is not 
able to tell what headway he is mak- 
iig. The best results may be had 
by writing out words such as Hard- 
ware, Auto Accessories, Special, 
Pyrex, Medium, Large and Quarter 
Sizes, Jig Saws, Files, Bolts, etc. 





Business Reviews Find Trade 
Recovery Trend is Uneven 


The distinction between actual better- 
ment in business and prospects of gain 
remains clearly defined, tangible evi- 
dences of improvements continuing slow 
to appear, Dun’s Review states. 

“A new season begins with promise of 
an extension of the commercial recovery, 
but existing conditions point to a gradual 
and uneven advance, rather than a rapid 
and general upturn. More than the usual 
divergence of trends is to be expected 
during a period of economic recupera- 
tion, the modification or removal of re- 


straints being essential to progress, and 
this fact should be allowed for in con- 
sidering the future. 

“The present confused aspects, with 
sharp contrasts in the various branches of 
production and distribution, plainly reflect 
the processes of readjustment, but the 
constructive elements are gaining in num- 
ber and force. Although actual revival 
of trade activity is not impressive as 
spring opens, influences making for later 
expansion are becoming more prominent.” 

Bradstreet’s Review said: 

“At least three features of importance 
stand out in the week’s résumé of trade 
and industry. Perhaps the most immedi- 
ately important one is the stiffening of 


prices of a number of farm products 
and raw materials, the effects of whose 
weakness in recent months have hardly 
received the notice their importance de- 
served. Another is the continued easing 
off in quotations for money, both at home 
and abroad, which has usually been a 
prerequisite to a renewal of trade ac- 
tivities, after such a series of events as 
has faced the business world since the 
autumn of 1929. A third feature earlier 
predicted, based partly, by the way, on 
the late date of Easter this year, has 
been the evident leisurely advance of 
spring buying, which, it is now conceded, 
has run true to traditions of other similar 
years.” 
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LOUIS SCHREINER JOINS 
STEETS SUPPLY CO. 


Louis Schreiner, former buyer 
for A. W. Gerstner Co., 8th 
Ave., New 
York City, is #™ 
now associated 
with Steets Sup- | 
ply Co., 492 9th 
Ave.,'New York 
City, as buyer. 

Mr. Schreiner 
resigned his po- 


sition with the LOUIS 

Gerstner orguni- SCHREINER 
zation on March 7. He had 
been with the company for 


more than 30 years, and has 
made many friends in the Met- 
ropolitan hardware trade. His 





| 





new connection will be a de- 
cided asset to the Steets organi- 
zation. 


R. FOSS AND WIFE 
WILL TOUR EUROPE 


W. R. Foss, the Wooster 
3rush Co., Wooster, Ohio, with 
Mrs. Foss, sailed Saturday, 
March 29, on the S.S. George 
Washington for Hamburg, Ger- 
many. They expect to make 
an extended tour of Europe for 
the purpose of investigating the 
brush factories and brush-mak- 
ing plans in use on that conti- 
nent. 

Mr. Foss will purchase some 
foreign patents in which the 


W. 





company is interested. The trip 
will take them through 
gium, Germany, France, Aus- 
tria, Hungary, Czecho-Slovakia, 
Italy, Switzerland and_ the 
Netherlands. They plan to re- 
turn about July 1. 


JOHN T. ROWNTREE DIES 
IN LOS ANGELES HOME 


John T. Rowntree, president, 
John T. Rowntree, Inc., Los 
Angeles, Cal., wholesale distrib- 
utors, died March 13, in his 
home in that city at the age of 
75 years. He had been ill for 
the past six months following 
an operation. 

He was a native of Charles- 
ton, S. C., and had lived in Los 
Angeles for the past 20 years. 
His first business activity in the 
city in which he died was in the 
organization of which he was 


3el- | 





president. For the past seven 





years he had not been active in 
the hardware business. 

For many years Mr. Rown- 
tree acted as sales representa- 
tive for eastern manufacturers. 


Cc. S. PACKARD RESIGNS 
AS READING VICE PRES. 
On April 1, C. S. Packard 
resigned as vice-president and 
sales manager of 

Mr. Packard was with the 
company for thirty years and 


spent the latter part of the time | 


in charge of the sales depart- 
ment of the organization. At 
the present time he is planning 
to take a long rest and has no 
immediate plans for the future. 





O. J. HARMS IS JOHNSON 
SALES MANAGER NOW 


QO. J. Harms, former head of | 


the industrial division of the 
Johnson Motor Co., Waukegan, 
Ill., has been appointed sales 
manager of that organization, 
announces E. S. Barber, vice- 
president. 

G. M. Babst, former sales 
manager of the southern divi- 


sion, is now sales promotion 
manager. 
Mr. Harms’ career has led 


him through considerable for- 
eign sales experience with an 
engineering background. Mr. 
3abst was formerly in the au- 
tomotive field. 





REUBEN SIMON WITH 
AUTOMOTIVE LOCK CO. 


Reuben Simon, formerly gen- 
eral manager of the automotive 
division, Independent Lock Co., 
Fitchburg, Mass., is now con- 
nected with the 
Lock & Products Co., Inc., 439 
E. Fort St., Detroit, Mich. 

Mr. Simon is also serving 
the Locksmith Service & Sup- 
ply Co., 743 Beaubien St., De- 
troit, Mich., and is supplying 
this organization with cutting 
data and is developing their va- 
rious lines. The address at 439 
FE. Fort St. identifies his direct 
connection with the Automotive 
Lock & Products Co., Inc. Mr. 
Simon’s relationship with the 
Locksmith Service & Supply Co. 
is in the capacity of a consul- 
tant. 


Reading | 
Hardware Corp., Reading, Pa. | 


Automotive | 


REMINGTON PROMOTES 
EGBERT C. HADLEY 

Saunders Norvell, president, 

Remington Arms Co., Inc., New 

| York City, has appointed Egbert 

C. Hadley as assistant to the 

| president. For the past fifteen 


years Mr. Hadley has been in 


the Remington UMC Ammuni- | 





_E. C. HADLEY 


tion Works, Bridgeport, Conn. | 
| The last ten years of that time | 


he has been ballistic engineer. 


| lington, Towa, and attended 
| Middlebury College, 
bury, Vt. In 1910 he was grad- 


‘ 
uated and then went to the 
Graduate School of Arts and 
Sciences, Harvard University. 
to Massachusetts Institute of 
electrical engineering for three 
He was graduated from 





PITTMAN TO DIRECT 
SALES PROMOTION 


W.H. Pittman has been made 
manager of the sales promotion 
section, domestic appliance de- 
partment, Westinghouse Elec- 
tric & Mfg. Co. East Pitts- 
burgh, Pa. His headquarters 
will be in Mansfield, Ohio. 

He first joined the company 
in 1922 and was made advertis- 
| ing manager of the Cincinnati 
office in 1924. In 1928 he left 
the Westinghouse organization 
to work in a Terre Haute, Ind., 
advertising agency. Later he 
joined the advertising staff of 
the Cincinnati Post but left that 
paper to return to the Westing- 
house company. 


| MACGREGOR APPOINTED 


PACKARD SALES MANAGER 

The Packard Electric Co., 
Warren, Ohio, has announced 
several promotions of executives 
in different parts of its organ- 
izations. 

B. N. MacGregor has been 
made general sales manager. He 
had previously been sales man- 


| ager in direct charge of all di- 


| 


visions of the company. The 
new sales manager of the manu- 


| facturers’ division is Gordon S. 


| 


After leaving Harvard he went | 


Technology, where he studied | 


Mr. Hadley was born in Bur- | Carr. J. S. Francis has been 


brought from the Cleveland ter- 


Middle. | “tory to become sales manager 


of the jobbing division. 

H. €. Mohr is advertising 
manager and R. J. Montgomery, 
formerly in the Chicago dis- 
trict, is sales promotion man- 
ager. L. C. Wolcott has been 
made Aviation division engi- 
neer in full charge of the avia- 
tion work, The new supervisor 
of dealer contact is Francis A. 
Nealon, formerly of the Cleve- 
land district office. 


| years. 
| that college in 1914. 
| For seven years he worked | 


with ballistic engineer, William | 


| M. Thomas, known as “UMC” 


| Thomas. He went to Europe 


| in 1924 and studied manufactur- 


tine and testing methods in a 
number of important European 
arms and ammunition plants. 
Mr. Hadley is chairman of the 
technical committee, Sporting 
Arms and Ammunition Manu- 
facturers Institute, and a mem- 
ber of the American Institute of 
Mining and Metallurgical Engi- 
neers. 
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| ARTHUR HURN DIES; 

PNEUMONIA VICTIM 
Arthur Hurn, 59, A. Hurn 
| Hardware Co., Shreveport, La., 
| died on March 24 in a sani- 
| tarium, following an attack of 
| pneumonia. He conducted his 
| hardware store at 816 Texas 
Ave., Shreveport, La., for many 
| years and was well known in 

that city. 

Mr. Hurn was a native of 

| England and came to this coun- 
| try about forty years ago. 























GILLETTE HEAD REFUTES | Clean Up—Paint Up” was given 


PATENT CHARGE RUMOR | by Mr. Howard. 


Frank J. Fahey, chairman pro 
tem of the Gillette Safety Razor 
Co., has mailed a letter to stock- 
holders refuting recent rumors 
circulated regarding the com- 
pany’s position in reference to 
patents. He states that the 
company had not infringed any 
patent rights and that “we are 
not only prepared for any legal 
controversy but we invite it.” 
His letter follows: 

“Many rumors have 
spread recently about our com- 
pany. Although it is not our 
custom to notice rumors, the 
directors feel that a statement 
of the company’s patent situ- 
ation is due the public and our 
shareholders at this time. The 
Gillette Safety Razor Co. has 
been engaged in active business 
about 28 years. During that 
time it has had, and still has, 
many patents. 


been 


ent and other rights of the pub- 
lic. Our new razor is made 
under patent No. 1328024 of 
Jan. 13, 1920, and other patents 
are pending. 

“Our new blade was _ con- 
ceived and developed by the 
staff of the company’s manage- 
ment. Applications have been 
filed and patents are now pend- 
ing in the patent office. Before 
manufacturing and distributing 
this new razor and blade, we 
made sure of our patent situ- 
ation. 

“The combined opinion of our 
general and associate counsel 
and the company’s management 
is that we are in an absolutely 
sound patent position. If any 
one feels that our company has 
infringed his patent rights, we 
suggest that he come into court. 
We are not only prepared for 
any legal controversy, but we 
invite it. Our general counsel 
are Messrs. Storey, Thorndike, 
Palmer & Dodge, Boston. Our 
special counsel are Messrs. 
Chadbourne, Stanchfield & 
Levy, New York. Our patent 
counsel are Messrs. Fish, Rich- 
ardson & Neave, Boston and 
New York. Our regular coun- 
sel are Messrs. Root, Clark, 
Buckner & Ballantine. Any one 
of them will accept service.” 


PITTSBURGH RETAIL MEN 
HOLD MONTHLY MEETING 


The monthly meeting of the 
Pittsburgh Retail Hardware 
Ass’n was held in the Hotel 
Roosevelt, Pittsburgh, Pa., on 
Friday, March 28, J. E. McCul- 
lough presiding. 

After dinner was served the 
business meeting was held. An 
address entitled “Paint Up— 





Always it has | 
had a profound respect for pat- | 





William B. 
Roberts spoke under the head- 
ing “Aluminum Paint—Its De- 
velopment and Uses.” 


CARLETON S. SMITH 
COPELAND TREASURER 


Louis Ruthenburg, president, 
Copeland Products, Inc., Mount 
Clemens, Mich., has announced 
that Carleton S. Smith, comp- 
troller and assistant secretary- 





J. R. REPLOGLE 


treasurer of the company, has 
been made secretary and treas- 
urer. Mr. Smith, who has been 
with the company since 1927, 
succeeds Edwin H. Brown, who 
will continue to be active in the 
management of the concern as 
vice-president. 

The appointment of John R. 
Replogle, veteran electric refrig- 
eration engineer, as chief engi- 
neer of the corporation has also 
been announced. He has per- 
fected many parts, systems and 
methods now employed in the 
industry. Mr. Replogle was 
formerly chief engineer and one 
of the organizers of Nizer 
Corp., merged about 1926 with 
Kelvinator, with which organi- 
zation he remained until 1928. 

In 1919-1920 he was chief 
engineer of Frigidaire and pre- 
viously had been connected with 
Remy Electric and General Mo- 
tors laboratories and the West- 
ern Electric organization in en- 
gineering and research capaci- 
ties. 


METAL BRANCH OF ASS’N 
TO MEET AT NIAGARA 


The Metal Branch of the Na- 
tional Hardware Association 
will hold its 19th annual meet- 
ing at the Clifton House, Ni- 
agara Falls, Ont., Canada, on 
Friday and Saturday, May 16 
and 17. At this meeting it is 
planned to discuss the iniportant 
problems .confronting members 
in connection with the distribu- 
tion of sheet metals. 
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Dealers Organize in District of Columbia 


Retail Merchants Preparing to Fight Chain Store 
Competition in Capital City 


Retail merchants of the Dis- 
trict of Columbia and nearby 
suburbs are girding themselves 
to fight chain store competition. 
The retail hardware merchants 
on March 24 organized under 
the name of the Retail Hard- 
ware Association of the Dis- 
trict of Columbia, which, ac- 
cording to an announcement 
sent to the Washington Bureau 
of HaArpware AGE, has for its 
purpose “the cooperation and 
mutual benefits of its constituent 
members, and plans in the fu- 
ture to adopt means to combat 
the inroads made by chain drug, 
grocery and general merchan- 
dise stores.” 

On the heels of the organiza- 
tion of the retail hardware mer- 
chants, the retail grocers of 
Washington and nearby Mary- 
land and Virginia held a meet- 
ing at which they announced 
plans “to widen the scope of 
the independent grocers’ cam- 
paign against the chain stores.” 
This meeting of the grocers 
followed the inauguration of a 
radio campaign against the 
chain, 

The organization meeting of 
the retail hardware merchants 
was said to have been enthusi- 
astic and determination was an- 
nounced to make the organiza- 
tion a complete success. Officers 
elected for the first year were 
described as being peculiarly 
well adapted to their positions 


TULLY IS PRESIDENT 
STEINITE MFG. CO. 


John C. Tully, Chicago, IIl., 
has just been elected president 
and chairman of the executive 
committee of the Steinite Radio 
Co. and its five subsidiaries; 
Steinite Mfg. Co., Steinite Lab- 
oratories, Steinite Development 
Co., Fort Wayne, Ind., Avia- 
tion Radio Corp., Atchison, 
Kan., and The Leslie F. Mu- 
ter Co., Chicago. Arthur T. 
Haugh, Rochester, N. Y., is the 
new vice-president of the or- 
ganization as well as the new 
general manager of the com 
panies. 

Both men have been affiliated 
with the Radio Manufacturers 
Ass’n for many years, and Mr. 
Haugh was president of the or- 
ganization in 1925 and 1926. His 
first radio connection was with 
the King Mfg. Co., Buffalo, N. 








because of their experience and 
other qualifications. They are: 
George M. Yeatman, president; 
Alex J. Berlin, first vice-presi- 
dent; George M. Stevens, sec- 
ond vice-president; John Saw- 
yer, third vice-president ; W. W. 
Adamson, secretary, and J. F. 
Cain, treasurer. An executive 
committee composed of Edward 
Cooper, Paul H. Levy and Leon 
E. Wedding and a finance com- 
mittee consisting of Paul F. 
Moore, William J. Loveless and 
E. Blumberg were also chosen. 

The purpose of the retail 
hardware merchants’ organiza- 
tion has more back of it than 
combatting chains, a fact which 
was made clear by Mr. Yeat- 
man. He pointed out that the 
members will meet and ex- 
change views on up-to-date mer- 
chandising, discussing all perti- 
nent subjects, such as displays, 
inventories, etc. Rep- 
resentatives of hardware man- 
ufacturers and others will be 
invited to address meetings and 
make suggestions which will be 
of help to the members. The 
setting up of the organization 
has been watched with a great 
deal of interest, and there are 
those who think it indicates the 


stocks, 


beginning of a widespread 
movement over the country 


among retailers in hardware and 
other lines to bring about closer 
cooperation for their mutual 
benefit. 


Y., and later he was connected 
with United Radio Corp., Roch- 
ester, N. Y. Before he entered 
the field he was in the automo- 
tive industry and for three 
years was president of the Na- 
tional Standard Parts Ass’n. 

Mr. Tully was president and 
treasurer of the Bremer-Tully 
Mfg. Co. for seven years, until 
he sold the company to the 
Brunswick interests. 


WESTERN DIRECTORS TO 
MEET APRIL 9 AND 10 


Officers and directors of the 
Western Retail Implement and 
Hardware Association will hold 
their regular spring meeting in 
the headquarters office of that 
body at Abilene, Kan., April 9 
and 10, according to the an- 
nouncement sent out by Secre- 
tary H. J. Hodge. 
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N.H.F.M.A. SHOW 
OFFICERS ELECTED 


Secretary Warren Edwards 


of the National House Furnish- 


ing Manufacturers Association | 


announces that the fourth an- 
nual National House Furnishing 
Exhibit is to be held next year 
at the Stevens Hotel, Chicago, 
Jan. 11-17. The 1931 show will 
be a six-day event, returning to 
the Stevens where the first and 
second exhibits were held in 
1928 and 1929. 

Walter J. Vollrath, head of 
the Polar Ware Co., Sheboygan, 
Wis., former vice-president of 
the association, has been elected 
president, succeeding Stan L. 
Hanson of the Hanson Scale 
Co., Chicago. H. H. Kimball 
of Landers, Frary & Clark, New 
Britain, Conn., is the new vice- 
president. 

W. H. Doherty of the Queen 
Mfg. Co., Chicago, and War- 
ren Edwards of House Furnish- 
ing Review, Chicago, have been 
reelected treasurer and secre- 
tary, respectively. 

Mr. Kimball and E. M. 
Grable of the Aluminum Cook- 
ing Utensil Co., New Kensing- 
ton, Pa., have been elected to 
the directorate to succeed Mr. 
Hanson and W. F. Mellen of 
the Wagner Mfg. Co., Sidney, 
Ohio, retiring directors. 

Additional space has been 
booked at the Stevens for the 
1931 show. Application was 
received for more exhibit space 
at the 1930 show than was avail- 
able on the three floors of the 
Palmer House occupied. 


WORD “CARBORUNDUM” 
NOT GENERIC NOUN 

The Carborundum Co., Ni- 
agara Falls, N. Y., in its cam- 
paign against the growing ten- 
dency on the part of authors to 
treat the word ‘“Carborundum” 
as a common or generic noun, 
announces that the word “Car- 
borundum” is a trade-mark of 
this company. The word is reg- 
istered in the United States 
and many foreign countries, and 
is applied by it to its range of 
abrasive, refractory, mechanical 
and electrical products. 

This organization states that 
the proper term is silican car- 
bide and that this is the form 
that should be used in articles, 
texts, references, etc., unless a 
specific “Carborundum” brand 
product is referred to. If the 
word “Carborundum”’ is used it 
should always begin with a cap- 
ital letter and be put in quota- 
tion marks to denote its trade- 
mark significance. 


DATES; | 


| 
| CARTRIDGES IN STOVE 
DAMAGE STORE 


The hardware store operated 
by Jacob F. Berner, 515 Wil- 
liam St., Buffalo, N. Y., was 
partially damaged by the ex- 
plosion of a quantity of .32 cali- 
bre cartridges on Saturday, 
March 22. These cartridges 
had been placed in a hot oven 
in order to dry them. 

Cartridges began to go off at 
irregular intervals until they 
were all warmed, at which time 
the balance of them went off 
with a big explosion. 


SEGAL ANNOUNCES ENTRY 
INTO AUTOMOBILE FIELD 


Louis Segal, president, the 
Segal Lock & Hardware Co., 
New York City, announced re- 
cently that the organization was 
entering the automotive hard- 
ware field. It is planned to of- 
fer a new lock of mortise type 
designed for use on cars of all 
makes. 


STANLEY WORKS OFFICE 
OPENED IN CLEVELAND 


The Stanley Works,, New 
Britain, Conn., opened a sales 
office in Cleveland, Ohio, on 
March 1. This office is located 
in Builders Exchange Building 
and is under direct supervision 
of Sheridan McClelland, district 
sales manager, responsible for 
trade relations in Ohio, Ken- 
tucky, West Virginia and in 
Pittsburgh, Pa. He has been 
with the organization for the 
past twenty years. 

The Philadelphia office is now 
in charge of Gerald M. Coholan, 
who will also manage the ware- 
house which services Maryland, 
Delaware, Washington, D. C., 
and all of Pennsylvania, except 
Pittsburgh. Mr. Coholan has 
been a member of the company 
for about 20 years. Frank E. 
Marvin, who has been in the 
organization for more than 25 
years, is district sales manager 
for hardware, in the New En- 
gland territory, and his head- 
quarters are in New Britain. 
For the past nineteen years Mr. 
Marvin has been in the sales 
division, traveling principally in 
the New England States. 


GRAFENSTADT ELECTED 
PRES., METROPOLITAN 


The regular monthly meeting 
of the Metropolitan Hardware 
Association was held Friday af- 
ternoon, March 28, at the Hard- 
ware Club, 253 Broadway, New 
York City. August H. Grafen- 
stadt succeeded W. M. Baxter 








as president of the organization. 
Joseph Ringler is the new vice- 
president, and R. L. Hammond 
retains the office of secretary- 
treasurer. 

This meeting was the first 
one held under the new sched- 
ule, in place of the dinner meet- 
ings formerly conducted. 


NATIONAL SPECIALTY 
BUYS WINDOW DEVICE 


National Specialty Co., 16 
Warren St., New York City, 
has taken over the manufacture 
of the Stopwell Anti-Window 
Sash Rattle. This appliance 
was formerly made by the Senia 
Holding Co. 


LITCHFIELD TO SELL 
FOR MASBACK COMPANY 


R. G. Litchfield, familiarly 
known to the trade as “Litch,” 
has been given one of the New 
Jersey territories of Masback 
Hardware Co., 82 Warren St., 
New York City. Mr. Litchfield 
was formerly sales promotion 
manager of the company. 


McKAY ANNOUNCES 
PROMOTION 


United States Chain & Forg- 
ing Co., Pittsburgh, Pa., an- 
nounces new promotions April 1. 

L. A. Gerber, former western 
district sales manager, with 
headquarters in Chicago, was 
named general sales manager; 
W. L. Reilly, former member 
of the office staff, became assis- 
tant general sales manager. L. 
K. Robinson, previously head of 
New ,England sales activities, 
was made eastern district sales 
manager. And Harley Morris, 
former salesman in the western 
district, became the sales man- 
ager of the western district. 

“These promotions in no way 
signify a change in sales pol- 
icy,” company officials stated, 
“but rather well-earned ad- 
vancement that will aid us to 
continue our present rate of 
progress.” 

McKay officials also stated 
that the Pittsburgh concern had 
just closed one of its most suc- 
cessful winter sessions. 


TILETTE CEMENT CO. 
HAS NEW QUARTERS 


Tilette Cement Co., Inc., is 
now located in new quarters at 
56 W. 50th St., New York City. 
This organization was formerly 
located at 25 W. 43rd St., New 
York City. 





W. D. TAYLOR PASSES 
—G. WORTHINGTON PRES. 


William D. Taylor, president 
of the George Worthington Co., 
wholesale hardware dealers in 
Cleveland, died suddenly on 
Sunday, March 30, at his home 
in that citys Mr. Taylor had 
retired apparently in good health 
and passed away while asleep. 
He was born in Perry, Ohio, in 
1849 and became identified with 
the Worthington company in 
1866. When the firm became 
George Worthington & Co. in 
1887; Mr. Taylor became a part- 
ner and nine years later was 
elected a director. He became 
vice-president in 1906 and presi- 
dent in 1911. 

Mr. Taylor served one term 
as president of the National 
Hardware Association and was 
well known in the hardware 
trade. 


PRICHARD APPOINTED AS 
HILLWOOD AGENT 


H. W. Prichard, 198 Che- 
mung St., Corning, N. Y., has 
been appointed as selling agent 
for The Hillwood Mfg. Co., 
21700 St. Clair Ave., Cleveland, 
Ohio. Mr. Prichard has the 
entire territory in New York 
State, with the exception of 
New York City. 


WILLIAM L. SCHUMACHER 
DIES ON GOLF COURSE 


William L. Schumacher, vice- 
president and treasurer of the 
Toledo Wheelbarrow Co. and 
vice-president of the Maumee 
Malleable Casting Co., Toledo, 
Ohio, died suddenly of heart 
failure while playing golf on the 
Inverness course March 21. 

With a three-some of two 
friends and himself he was 
about a mile from the club- 
house. Just as he had lit a cigar 
he dropped without a word. It 
was the first day of spring. 

He was 58 years old. Mr. 
Schumacher had many close 
friends in the hardware trade, 
especially among wholesalers. 
He was a leader in the wheel- 
barrow industry. 

Mr. Schumacher is survived 
by his wife, Mrs. Henrietta 
Brown Schumacher, and one 
sister, Mrs. A. C. Wanamaker. 
‘He was a member of the To- 
ledo, Inverness, Toledo Yacht 
and Rotary clubs, of all Masonic 
bodies and Zenobia shrine. His 
whole life had been spent in 
Toledo. Funeral services were 
held there the following Mon- 
day afternoon. 
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Sentiment Improves in the 
Steel and Iron Trade 


Sentiment has improved in the iron and 
steel trade, but to what extent this change 
is based on hopes rather than on justifi- 
able expectations is still uncertain. Among 
favorable straws are an upturn in steel 
production, following a continuous de- 
cline since the middle of February, and 
scattered evidence of better demand. 

Although neither the gain in output nor 
the expansion of business is large, the 
pronounced conservatism of buyers makes 
the industry unusually sentitive to fluctua- 
tions in the requirements of its customers. 
Mill backlogs are small and price un- 
settlement discourages forward contract- 
ing. Hence any rise in commitments can 
be safely regarded as reflecting an in- 
crease in the actual needs of the consum- 
ing trade. 

The ingot output of the two largest 
producers continues at slightly above 80 
per cent, but the operations of some of 
the smaller interests have shown improve- 
ment, raising the average for the entire 
country to 76 per cent, compared with a 
shade below 75 per cent a week ago. 
The rates for the two leading steel cen- 
ters, Pittsburgh and Chicago, remain un- 
changed at 75 and 95 per cent respectively. 

The most impressive indication of a 
seasonal upturn in business is seen in the 
placing of 100,000 tons of plates with 
Chicago mills for gas and oil pipe, in- 
cluding 60,000 tons for a 24-in. gas line 
from Texas to Omaha. On top of these 
bookings, the steel trade looks for con- 
siderable business in pipe for gasoline- 
carrying lines, in which oil companies are 
showing a growing interest. The Gulf 
Refining Co. is mentioned as planning a 
gasoline line across the State of Pennsyl- 
vania, similar to that contemplated by the 
Sun Oil Co. 

Seasonal influences are also seen in 
better orders for sheets and other light 
rolled products from sources other than 
the automobile industry and in the round- 
ing out of a record-breaking highway 
program, which promises to get under 
way in April. 

Less reassuring are the week’s develop- 
ments among consuming lines that have 


Moderate Activity Prevails 
In Leading Hardware 
Markets 


New York, April 2.—Unseason- 
able weather in many sections of 
the country continues to be one of 
the principal retarding factors in 
hardware sales activity. Blizzards 
in the Middle West and cold or 
rainy weather in other territories 
affected the demand for seasonal 
goods. While business, so far this 
year, has not been on a par with 
that of last, the difference in most 
instances, is nominal and improve- 
ment is indicated. Most wholesalers 
remain optimistic over the outlook, 
as prospects are brightening con- 
siderably. Some jobbers express 
confidence that this year’s volume 
will equal, if not exceed, that of 
last year, basing their opinion on 
the prediction that business will 
show steady improvement for the 
balance of the year. 

Prices in the main, are fairly 
steady. While numerous minor re- 
visions are being made, few are con- 
sequential in nature. Practically the 
only general revision of importance 
relates to some seasonal wire prod- 
ucts, which are showing weakness 
due to a highly competitive situa- 
tion. 

Improvement is expected in col- 
lections, although the credit situa- 
tion, except in scattered instances, 
is declared fairly satisfactory. 


been giving the steel industry its greatest 
support. Structural steel awards, at 
20,000 tons, are the smallest since the end 
of February and compare with 37,000 tons 
a week ago. Pending inquiries for freight 
cars are the smallest in a year, and the 
week’s purchases were limited to 500 cars. 

The Iron Age composite prices remain 
unchanged, pig iron at $17.75 a gross ton 
and finished steel 2.312c. a Ib. 


Commodity Prices Continue 


To Show Slight Gains 


Commodity prices advanced one-tenth 
of 1 per cent during the week ended 
March 22, according to the wholesale 
price index of the National Fertilizer 
Association. This is the second week of 
slight advance in the index, and it is the 
first week since December 7 that ad- 
vances have outnumbered declines. Ad- 
vances numbered thirty-two, and declines 
thirty-one. Five groups advanced and 
four declined. 

The larger declines occurred in mixed 
fertilizer, feeds, cattle, hogs, lambs, house 
furnishings and methanol, indicating de- 
clines in industrial groups except for the 
declines in feeds and livestock which oc- 
curred early in the week. The larger ad- 
vances occurred in cotton and butter, but 
advances also occurred in silk, lard, cot- 
tonseed oil, food, tin, silver and rubber. 
These advances were largely in the sensi- 
tive commodities, indicating that a gen- 
eral turn in commodity prices took place. 
Bastd on 1926 to 1928 as 100 and 474 
quotations, the index for the week ended 
March 22 stood as 91.4 and for March 15, 
91.3. 


Week’s Price Average Was 


‘90.7 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on March 23 that wholesale 
commodity prices for the week ended 
March 22, and based on Dun’s quotations, 
averaged 90.7 per cent, according to the 
Journal of Commerce. 

The February average was 92.7 per 
cent. The purchasing power of the dollar 
was 110.2c. on the 1926 basis of 100c. 
The February average was 107.9c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
82.3. The February average was 85.1. 

The Italian index on the revised 1926 
basis for the week ended March 8 was 
66.8. 
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Weather Conditions Unfavorable to Trade 
& ; ? a ; 
@ Prices, in the Main, Remain Steady 
(Chicago office of HARDWARE AGE) : “ 4 BO igeanaes standard pack- 
CHICAGO, April 1.-sSpring buying is not quite up to the mark | ae ae —UX-201A, Te.; UX- 
that jobbers would like to see it reach now. Weather conditions | $93. 3'8%_ MO s%Go oeeth. UX eas 


av 7 7 ‘ . i | 2. ach; UX-224, $2.4 sach. No. 
have been somewhat unfavorable. In the northern States winter | #319, °6PL US 759 $5.40 cach. | Ho. 


temperatures have retarded trade. Business is slightly better in | 437, $1.20; S46. $1.50; 450, $6; 480. 
the rural districts than in the large cities. Credits and collections, iaiienae . —— 
however, are fairly good. een: eee ee 
* ? : ‘ > ‘ | Bronson Lion level winding reels, 
Prices, on the whole, remain steady. Both retail and jobbing 1.85 each; Union level winding reels, 
. No. 7228 1.25 eisselbach 
stocks are low. The stage seems set for a lively movement when ve 7225, $1.3 colors, $3 each; South 


the spring rush begins. Poultry netting is among the active items; | nd evel, winding, anti-backlash 


*] 3 i i j J * chi . aor quadruple multiplying reels, $8 per 
prices continue as during the early selling season; shipments are er a ees Canes 


running ahead of 1929. Buying is more confident in the wire and poles, $1.65 per doz.; three-piece, 8 to 
nail market; feeling grows that recent low figures, still ruling, are oo ii. aeik oor dens eens ne 
bottom. Orders for log and tie-out chains are developing real vol- Mo aD rede aie. Soda, Eabhon'e Iso. 
ume. Business in bolts and nuts is light; from the manufacturers’ ea ae” ae 
standpoint the market is strong; competition in the jobbing field, ee erie ii oe teak, 
however, reflects an unsteady price situation. $2.75 per 100 yds.; Newton’s “Ace 
Tire and tube orders show betterment. Trade in paints and oils is tb test, $1.36 per 100 ydavr 1b. 
is fairly good, despite negative weather conditions. Batteries, lamps Mabie ee Og ce ge Fi - 
joc. per doz.; size, 4, 75. per doz.; 


and electrical accessories are moving in fair volume; appliance busi- size 3, 90c. per doz.’ “Lucky Day" 
ness is expected to pick up soon. Movement of baseball goods is on tackle boxes, 16-in., $3.15 each; 21-in., 


$3.65 each. 
the increase, partly influenced by the accounts of big-league sprin 
_— oe en. fie | FLINT PAPER. 











practice on the sporting pages. Early current demand for fishing Mine x 11 sheets, tn bundles, Bo..6, 


tackle is f. irly Ss | $4.30 per ream; same, No. 1, $5.15 per 
alrh trong. ream: 8% x 10% sheets, in bundles, 
No. 0, $3.40 per ream; No. 1, $4.05 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO per ream: 9 x 11 sheets, in boxes, 
RETAILERS F.O.B. CHICAGO: "ts aaaete ber aa We Oe Se 


— sheets, No. 0, 100 sheets per box, 70c.; 
AUTOMOBILE ACCESSORIES. count; small machine bolts, rolled No. 1, 75 sheets per box, 63c. 
Spark Plugs.—Splitdorf for Ford thread, 60-10 per cent discount; all 
-—Sp or " Fords, stove bolts, 75-10 or ce isc - ‘ TN "J 
50c. each; regular, 58c. each; Cham- lag ae ae eer es ee GARDEN HOSE. 
pion X, 45c. each; Champion Blue- discounts are from ‘full case” lists. Molded garden hose, single braid, 
cae Tia hen: a , %-in., 744c. per ft.; %-in., 8c. per 
ots o 50c Special Ford, rT TR r "y ft. double braid, 5 - in., 8c. per ft.; 
36e. each, BUILDERS’ HARDWARE. cin. Se. war Hs cae tens, Stn, 
Spot Lights.—Appleton, No. 3280, Steel butts, 314 x 34, old copper %e. per ft.; %-in., 10c. per ft. 
$6.50 each. or dull brass finish, $1.84 per doz. 
Chains.—Nonskid, dozen pair lots, pair in case lots: less than case lots, GLASS AND PUTTY. 
35 per cent discount. $1.95 per doz. pair; steel butts, 4 x 4, - 2 
Jacks.—National Standard, No. 21, | old copper or dull brass finish, $2.44 Single strength A, all brackets, 85 
$1.30 each. per doz. pair in case lots; less than per cent discount; single strength B, 
Pumps.— Rose, 1% in. cylinder, case lots, $2.68 per doz. pair. Heavy all brackets, 87 per cent discount; 
$1.85 each. steel, bevel, inside sets, $5.00 per doz. double strength A, all brackets, 85 
Tires and Tubes.—Mansfield tires, sets in case lots. Steel, bit-keyed per cent discount; double strength B, 
30 x 3%, Liberty cord, $4.85; Mans- front door sets, $1.25 per set; wrought all brackets, 87 per cent discount. 
field heavy duty oversize, $6.50. Lib- brass, bit-keyed front door sets, $2.35 Putty, pure By ade, $3.90 per cwt.; 
erty, 32 x 4, $9.50; Mansfield heavy per set. Cylinder front door sets, commercial, $3.15 per cwt. 
duty, 32 x 4, $11. 50; Mansfield double $5.00 per set. . 
service, 29 x 4.50, $13.25; 32 x 6.50, HANDLES, AGRICULTURAL. 
> r ‘ 3 er 5 . ‘ 
3 oe ag~y 0 x 31, Mansfield, CHAIN. Hay and manure fork handles, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 : . ie ¢ ro 
each; 30 x 31%, Liberty, $1.05 each: ¥%-in. proof coil chain, $11.00 ewt., strapped and capped, X grade, 4-ft.. 
30 x 4.40, Liberty, $1. a9 euch; 32 x base; trade-marked coil chains, 40-10 $9 per doz.; 414-ft., $5.50 per doz. ; 
6.50, $2.70 each. per cent off list. XX grade, 4-ft., $6. 50 per doz.; 4% - 
“Less 10 per cent on casings and . . = oH fe x doz, : career ~y handles, 
1215 per cent on tubes. | COPPER RIVETS AND BURRS. ao, cite Gatlin Sc. ee. 
,Anti-Freeze Solution. — Prestone, Copper rivets and burrs, 30-10 per $3.60 per doz.; regular pattern shovel 
$3.80 per gal., in less than full case ? ff lis handles, 4% ft.. X de, $4.25 . 
lots; in full case lots, $3.60 per gal. cent off list. Se ee ae ne ee 
doz.; regular D shovel and scoop han- 


BASEBALL GOODS. cording GOODS AND RADIO — = ae ae doz., with 
Slugger bats, $18 per doz.: No. 8 EQ ee 


Champion bats, $4 per doz.; No. 11B Electrical Merchantiee, No. ai’ | NAILS AND WIRE. 
bats, $7.20 per doz.; No. 4 Junior bats, rubber covered wire, .50 per 100 | een ie 
$2 per doz. Goldsmith official league ft.; in less than 1000 ft. lots, $6.75; “4 boron pee ate gem ig g o and 
balls, $16.50 per doz.; cork-center No. 18 lamp cords, $11.25 per 1000 ft.; | on is ae slicati nd ae gd a 
National league No. 1A balls, $12.75 in 1000 ft. lots, $10.50; %-in. brush igi ins app pgon lle | ca amg 
per doz.; National practice No. 65 brass key sockets, 18c. each; lots of | $3 45 per ewt.; No .y See a conte 
balls, $6 per doz.; National league 25, 12%c. each; two-way (Hemco) } i $3.90 per me a ‘tch cieht 
balls, guaranteed for nine innings, plugs, 30c. each; in lots of 10, 20c. canals. anak amd catth ay yaad 
$5.35 per doz. Goldsmith fielders’ | each; two-piece attachment plugs, eee Gar wae aan baais = iat ning 
gloves, oiled tanned horse hide, $2.75 5e. each; dry cells, boxes of 55, 32%c. | $3.55 ga % stg si ae i 
each; basemen’s mitts, professional each; less than case lots, 36c. each. 3.05 per cwt. 
model, $21.85 per doz. Electrical Appliances.—Irons, Hot PAINTS AND OILS. 
BOLTS AND NUTS Point, $4.20; in lots of six, $3.90; : ’ 
= . Sunbeam, $5; in lots of six, $4.75; | Linseed Oil, Raw.—Barrel lots, 
Large carriage bolts, cut thread, Percolator, Universal 9169, $15.20. $1.15 per gal.; 5 barrel lots, $1.12 
60 per cent discount; small carriage Radio Supplies.—Radio B batteries, per gal. : A 
belts, cut thread, 60 per cent dis- D779 E, $1.40 each; in case lots of 5, Linseed Oil, Boiled.—Barrel lots, 
count; small carriage bolts, rolled 30; . 770, $3 each; packages of $1.18 per gal.; 5 barrel lots, $1.15 
thread, 60-10 per cent discount; 5 Ni . 772, $2.06 each; packages per gal. 
large machine bolts, to thread, 60 of 5 No. 486, $3.20 each; pack- | Denatured Alcohol. — Barrel lots, 
per cent discount; small machine onan of 5, $2.97; No. 485, Layerbilt | 63c. per gal.; steel drums, extra, $10; 
bolts, cut thread, 60 per cent dis- battery, less than standard packages, | returnable. 


Reading matter continued on page 58 
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....4 This Year’s 
Outstanding Value 





HIS summer the 
new Remington 
dollar sheath knife, 
RH4, is going to make 
‘sales records for a 
knife of this kind. 


Never before have you 


ees - : - 
Ragga wee een) 





been able to offer a 
knife of such quality at 


ae tenets rate eet oe 


such a price. 





RH 4 Boy and girl scouts, 
as well as fishermen, 
hunters, and trappers 

who want a light weight sturdy knife at 
a bargain price, are going to make these 
knives their own by the thousands. 


Why wouldn’t they? It has a full 
mirror finished 44 inch blade, forged. 
hardened, and tempered as only Rem- 
ington can do it; a shin bone stag han- 
dle and an oak tan cowhide sheath. 
Each packed in an individual box, 4 
dozen to the carton. 


It is a thoroughly practical, substan- 
tial, high grade knife. It is this year’s 
outstanding value among knives for 
outdoor people. Display these knives 
and they'll add substantially to your 
cutlery profits. 


Order from your jobber now and be 
prepared for the vacation trade. 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1930 BR. A. Co. 
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Turpentine.—Drum lots, 66c. per 
gal., net. 
White Lead.—100 Ib. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14.50 per 
cwt.; 25 "Ib. kegs, $14.50 per cwt.; 
12% lb. kegs, $14.75 per cwt. 
Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
a $2.17; second grade orange, 


English Venetian Red.—In barrels, 
_ per lb.; in 100-lb. lots, 6%c. per 


Dry Paste.—Barrel lots, 7c. 
b. 


POULTRY NETTING. 


Poultry netting, galvanized before, 
63% per cent off list; galvanized 
after, 60 per cent off. 





ROLLER SKATES. 


Union line: No. 5, | 
$1.35 each; No. 6, $1.45. 


in 12-pair lots, 
Chicago line, 


per 


No. 101, in pair lots, $1.30 each; 
No. 103, $1.40. 
ROPE. 


Best pure manila rope, 21c. per lb., 
base; No. 2 manila, 19c. per lb., base; 
best pure sisal rope, 15c. per lb., base. 


| WIRE CLOTH. 


Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 





KANSAS CITY: 


KANSAS City, April 1.—Despite the fact that outside painting has 
been somewhat retarded by damp weather for the past two or three 
weeks, paint business in general is showing an encouraging though 
Jobbers do not believe that the paint trade at exactly 
this period is as good as the same time last year, but since the con- 
dition is due to wet weather it is thought to be only a temporary 


slow rise. 


situation. 


Sporting goods continues to feature in a great deal of the buying 


(Kansas City office of HARDWARE AGE) 


at this time, although more sunny weather would help out. 


Reports say that builders’ hardware is a little below normal but 
gaining steadily. As in the case of paints, builders’ supplies are 
expected to develop quite a movement as soon as Kansas City’s build- 


ing program gets under way. 


Most prices are steady. Builders’ hardware prices, however, have 
Manufacturers have been until recently 
selling certain products at cost, and now they are going back to 
Of course this does not apply to the whole line, 


tended to stiffen a little. 


standard prices. 
but only to some items. 


The credit situation does not appear unusually bad, nor is it above 
It is believed that the condition is slowly im- 


what is expected. 
proving. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. KANSAS CITY: 


AMMUNITION. 


Well known good quality § car- 
tridges, .22 short, $2.98 per thou- 
sand; .22 long, $4.08 per thousand; 
.32 long rifle, $4.75 per thousand; .32 


short, $8.05 per thousand; .32 long, 
$9.26 per thousand. 

Shot shells, good quality, 12 ga., 
c., $31.67 per thousand; 16 ga., 6c., 
$30.50 per thousand; 20 ga., 6c., $29.67 
per thousand. 

AXES. 
First quality, 3% to 4% lb., with- 


out handle, single bit, $14.90 per doz.; 
double bit, to 4 lb., $19.35 per doz. 
Other first quality axes, handled, 
. single bit, $19.25 per doz.; 4 
Ib., $19.85 per doz.; 4% lb. single bit, 
$20. 45; double bit, $24. 25 per doz. 


BUILDERS’ HARDWARE. 


Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$16.75 a hundred pair; 3% x 3%, $17 
a hundred pair; 4 x 4, $23 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.00 per doz.; steel bit- 
keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 
set; cylinder front door sets, wrought 
bronze metal, $6.00 per set. 


CARRIAGE 


Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
list as of April 1, 1927. 


AND MACHINE BOLTS. 


FISHING TACKLE. 


nie nar split bamboo fly rod, No. 

x 60 each; No. 3097, $8.95 each; 

BBC46GG steel bait casting rod, 

es each. Best quality No. 275 cork 

grip, agate guides, in from 4 to 5% 
ft. lengths, $7.35 each. 

No. 1000 good quality, level wind- 
ing, anti-backlash reel, $5.65 each; 
No. 1893 level winding, $3.35; No. 12 
level winding, anti-backlash, $13.35; 
No. 100 level winding, $3.35; No. 223, 
$1.85. Enameled silk line, 100 yards, 
23-lIb. test, $2.65; 16-lb. test bait cast- 
ing line, 100 yd., $2.15. 


GARDEN HOSE. 


Best quality moulded, % in., $9.00 
per 100 ft.; % in., $10.50 per 100 ft. 
Good quality, 1% in. , $6.50 per 100 ft.; 
5 in., $7.25 per 100 ft.; % in., $8.50 


per 100 ft. 

GARDEN PLOWS. 
No. 9, $12.60 each; No. 17, $2.75 
each; No. RC12 combination plow, 


$12.75 each; Easy garden raiser, 8% 
in., $5.80 each; 10% in., $6.10 each; 
No. RC5 plow, single lots, $2.75 each; 


lots of 6, $2.65 each. 
HOES. 

No. CROA, best quality, $11.64 
doz.; No. XG067X, good quality, $9.60 
doz.; No. LY5, good quality, $7.20 
doz. 


LAWN GOODS. 
L. R. Nelson Mfg. Co. products, 





lawn sprinklers; Whirling Fairy. 
$13.50 per doz.; Garden Fairy, $16.00 


Inclement Weather Retarded Trade 
Builders’ Hardware Demand Gains 


per doz.; Crown, $6.80 per doz.; 
Crescent, $6.30 per doz.; Cricket, $8.00 
per doz.; Flaring Rose, $4.80 per doz. 


Nozzles, Rain Boy, $4.00 per doz.; 
Peoria, $4.00 per doz.; Perfect Clinch 
couplings, $2.00 per doz.; Perfect 


Clinch hose mender, 84c. per doz.; 
Corrugated hose coupling, $1.30 per 
doz.; ‘“‘Snap” coupling, $1.95 per doz.; 
brass mender tube, 37c. per doz.; 
hose clamps, brass, 33c. per doz. 

“Doo-Klip’’ Grass Shears, $10.80 
per doz.; ‘‘Doo-Klip’ Long Handled 
Grass Shears, $18.00 per doz.; ‘‘Doo- 
Klip’”’ pruners, $10.80 per doz. 


MOPS. 


Betty Bright self-wring mop, No. 
10, $8.00 per doz.; Betty Bright mop 
cloth, No. 20, $4.00 per doz. 


NAILS. 
Common wire nails, $3.15 per keg 
base (see new extras). 
OILS. 


Raw linseed oil in steel drum lots, 
$1.20 to $1.25 per gal.; boiled lin- 
seed-oil in steel-drum lots, $1.23 and 
$1.28 per gal. Turpentine, pure gum 
spirits, in steel drum lots, 72c. 


RAKES. 


Garden rakes, No. B14, best quality, 
$11.52 per doz.; No. 114, good quality, 
$6.30 per doz. 


SASH WEIGHTS. 


In one-ton lots or more, $1.70 per 
ewt.; less than ton lots, $1.80 per 
cwt. 

SCREWS. 


Flat head bright screws, 45-20 per 
cent off list; ~round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 3744-15 per cent 
off list; round head brass screws, 
32%-15 per cent off list. 


SHEETS. 
Galvanized sheets, 24 ga., per cwt., 


$4.75 base; 24 ga. one-pass, cold- 
rolled, $4.05; 10 ga. blue annealed, 
base, $3.60. 

SKATES. 


Union Hardware, roller skates, No. 
6D, $1.75; No. 5M, $1.65; No. 130L 
$2.11; . 130M, $1. 98. 

Chicago roller a. No. 181, $2.65; 


No. 183, $2.75; No. = oy No. 101, 
$1.35; No. 103 pier 108, 


TIRES. 


Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
heavy duty cord, s.s., cl., $5.12; 31 x 
4, $9.45; 32 x 4, $10 06; 33 x 4, pee: 

2 x 4%, $13.61; 33 x 4% $14. 18; 3 


3 

5, $21.15; Balloon, 29 x “4.40, ianaaer, 
$6.48; 30 x 4.50, $7.22; 30 x 5.25, ag 
$1 x 5.25, $12.25; 31 x 6.00, $16.55; 

x 6.00, $17.55. Trucks, 32 x 44, 8 ag 
$15.79; 33 x 4%, $16.34; 30 x 5, "$20. 12; 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70; 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 


(All foregoing prices subject to 10 
per cent trade discount.) 


WALL PAPER CLEANER. 
Absorene, in case lots of 10-Ib. 





| 


pails, $5.40 per case; 1-lb. cans, $9.00 
per gross. 
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he Buitder ana Contractor 





the Architect and Home Owner 


the BReat Estate Devetoper. es 


KNOW 


that a building ‘“‘Segalocked 
against Burglary has added Value”! 





When you sell Segal lock-sets you sell more than a mechanism 
of quality construction, more than attractive hardware... . 
you sell an IDEA. That idea is burglar-proof protection 
... “Segalocked Buildings.” That idea does not stop with 
your sale. It gathers momentum; it helps the architect, 
The Segal type of lock-sets solves both the yilder and contractor plan buildings with greater security 


problem of decorative hardware and : 
burelerores! coswity. ... Whether they be hotels, factories or apartments. 


It gives the real estate developer and salesman an extra 
equipment feature that speeds the rental of apartments and 
the sale of homes. 


This idea means more profit to you. It puts Segal locks above 
price-cutting competition. Your sale is made on merit that 
commands a profit. Alert hardware merchants everywhere 
use Segal locks as business getting leaders for their entire 
line of builders’ hardware. 

If you are interested . . . investigate! Write us now! 


SEGAL LOCK and HARDWARE COMPANY, INC. 
12 Warren St., New York, N. Y. 


SEGAL 


Burglar Proof LOCKS 
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T IT] F S Conditions Show Very Little Change. 
W N C 4 Prices Ate Firm and Mostly Unchanged 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, April 1.—Conditions at this time are much the 
same as they were a week ago, both as to spring work opening up 
and as to trade. Roads are rapidly becoming more passable, -al- 
though the cold weather, particularly in the northern part of the | 
territory tributary to the Twin Cities, continues to hang on. In the 


southern part of the territory, particularly in southern South Da- 
kota, seeding is under way. 


Reports of projected building operations in all lines continue to | 


be given, and from these it would appear that activities in construc- 
tion lines will be very good this year. 

Prices are firm, showing but little tendency to change. Solder is 
slightly lower than a week ago. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. MINNEAPOLIS AND ST. PAUL. 





AXES. | LAWN GOODS. 

Single bit, base weight, unhandled Nelson’s Perfect Clinching hose 
axes, $15.00 to $16.50; double bit, couplings, $2.25 per doz.; Perfect 
$20.00 to $21.50; single bit, handled, Clinching hose menders, 90c.; per doz. 
$19.25; double bit, handled, $24.25 
doz., net. r ry 
: | LAWN HOSE. 

BOLTS. Competition, %-in", 3-ply, 54c.; 
‘“ ; Good Luck, %-in., 6-ply, 9c.; Bull 

Carriage and machine bolts, 60 per Dog, %-in., 7-ply, 12%c.; Manhat- 
cent; stove bolts, 75 per cent, and tan Whipcord Molded, %-in., in 500- 
lag screws, 60 per cent from stand- ft. bales, black, 7c.; red, 7y 4c. ft. 
ard lists. | coupled in 50-ft. lengths, black, 

5g-in., $7.30; red, $7.80 per 100-ft., 
BRADS. : 


Wire brads, in 25-lb. box at 75 per J NY r . 
cent from lists. LAWN MOWERS. 
mee ey Style A, 15-in., $18.00; 


BUILDING PAPER. yg $20.2 19-in., $22.50; 21-in., 
each, not. 
Red rosin sized building paper, | 
$2.52, and tarred felt $2.80 cwt., net. MILK CANS 
’ J tailroad, wide neck, 8-gal., $2.50; 
CHAIN. 10-gal., $2.70 each, net. 
Log re coppered, %4 x 14, $1. 56; 
5/16 x 14, $2.11; 34 x 14, $2.89; self I 
colored, %4 x 14, $1. ‘40: 5/16 x 15, $1.88; NAILS. 
3% x 14, $2. 54 each: proof coil chain; Standard wire nails and cement 
y% in., $8.78; % in., $16.04; % in., coated wire nails, $2.90 per 100-1b. 
$26.13; 5¢ in., $41.82 per 100 ft. keg base. 


EAVES TROUGH, CONDUCTOR | POULTRY NETTING. 


PIPE AND ELBOWS. Hexagon, 63% per cent from lists. 
Eaves trough, 28-ga., 3-in., slip rar 
joint, 5-in., in crates, $5.25; 6-in., PRUNERS. 
$6.40; conductor pipe, 3-in., in crates, “ -Klin”’ Z 
not nested, $5.10; 4-in., $7.15 per 106 ae ee er 
lin. ft.; elbows, 3-in., $1.73; 4-in., 
$2.88 doz. net. nen 
REGISTERS. 
FILES. Cast iron or wrought steel regis- 


ters, 40-10 per cent from lists. 
First quality files, 50 per cent, and : oe see 

jobbers’ brands, 60-10 per cent from 

list. ROPE. 

Best grade manila rope, 238c. Ib.; 


GALVANIZED WARE. second grade, 10c. lb.; best grade sisal 

Standard galvanized pails, 10-qt we, l7%e. lb.; second grade, 161,c. 

wi me arn wee —o $3.10; stock 
ails, -qt., -70; 18-qt., 5.50; 

: at, Heo, eat. 9-50; | ROLLER SKATES. 


standard tubs, No. 





$8.00; No. 3, $9.35; heavy, No. 1, Union line, extension, web heel and 
$13.20; No. 2, $14.40; No. 3, $15.60 toe straps, plain steel rolls, 75c. per 
doz. net. pair. 
. Same for boys, with self-contained 
GLASS AND PUTTY. — bearing Magen ee pr. Pa 
Single and double strength A grade or girls, with self-contained ball 
glass Minnesota prices, 83 per cent bearing wheels, $1.45 pr. 
from lists; strictly pure putty, in 50- Chicago line, No. 181, $2.65; No. 
lb. steel drums, $5.35 ewt., net. 183, $2.75; No. 185, $2.75; No. 101, 
$1.35; Nos. 193 and 105, $1.40. 
GRASS SHEARS. SANDPAPER 
“Doo-Klip’’ grass shears, $10.80 
doz.; “Doo-Klip’’ long handle grass Best grade sandpaper, No. 1, 98c. 
shears, $18.00 doz. net. per box of 75 sheets; second grade, 


Reading matter continued on page 


No. 1, 78e, per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, -best grade, 58c. lb. base; 

second grade, 3lc. lb.; third grade, 

25c. lb base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. . 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 33% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


| ie common, 2-8 x 6-8, $1.05 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 


Warranted half and half solder, 
26c. Ib., and strictly half and half 
solder, 27c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 
| 
Galvanized. steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


| TIN. 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 
8 lb., coating, IC, $14.75 box, net. 


| TIRES AND TUBES. 


Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, 
$10.50. Mansfield double service, 29 
x 4.50, $10.68. Mansfield double ser- 
vice, 32 x 5.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40. Liberty, $1.13. Tubes, 32 
x 6.00. Liberty, $1.99. 


WHEELBARROWS. 


Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4%4 ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


| WINDOW VENTILATORS. 


Window ventilators, Continental, 
| No. 837, $2.80; No. 1137, $3.45; No. 
} 1145, $4.40: No. 1437, $5.00; go 


$5.50; No. 6C, $5.00 each’ list, with 
dealers’ discount of 33% per cent. 


WIRE. 


Galvanized barbed cattle wire, $2.89 
per 80-rod spool; galvanized barbed 
hog wire, $3.09 per 80-rod spool; No. 
9 (base), smooth, galvanized wire, 
$3.50 cwt., and No. 9, smooth, black 
wire, $3.05. 


WIRE CLOTH. 
Black, painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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This is Osborn 
Wall Paint 
Brush 435. 
Made in five 
sizes: 3” to 5” 
wide. 
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CLEVELAND: 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, April 1—Hardware business in March gained a little 
over February and the volume is only slightly below March last year. 
Most lines of spring merchandise are in fair demand. There is con- 
siderable activity in all kinds of steel goods. 
have been heavy. Lawn mowers, wire cloth and grass and pruning 
Jobbers have taken a good volume of 
business in poultry netting, but the seasonal demand for this has 
Automobile tires have become more active. 


shears are moving quite well. 


started to slacken. 


sporting goods lines fishing tackle is beginning to move. 


Prices on most lines of merchandise are being well maintained 
and few price changes are reported. Concessions to 60 per cent off 
list on bolts and nuts were made during the week by one jobber, but 
others are adhering to the regular 70 per cent discount. 
binder twine are out for the season, these being 3714c. per bale 
Malleable iron fittings have been placed on a 
piece price basis instead of being sold at pound rates as has long 
The prices figure out practically the same as 


higher than last year. 


been the practice. 
under the former plan. 


Collections have become quite slow. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


AND SUP- 


AUTOMOBILE TIRES 
PLIES. 

Tires and Tubes.—Mansfield tires, 
4-ply balloon, 29 x 4.40, $7.40; tubes, 
$1.50; 30 x 4.50, $8.25; tubes, $1.60; 
29 x 5.00, $9.90; tubes, $1. 75; 30 x 5.00, 
$10.20; tubes, $1. 80; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12. 25: tubes, 
$2.05; heavy duty, 6- ply, 29 x 4.40, 
$9.50: 30 x 4.50, $11.05; 30 x 65.25, 
$14.30; 31 x 5.25, $14.70; 33 x 6.00, 
$17.55; double service, 6-ply, 29 x 
4.40, $12.90; 29 x 4.50, $13.25; 30 x 


. y 
5, $20.35; Liberty, 4-ply, 2 


5.2 x 4.40, 
$5.65; 30 x 4.50, $6.30; 29 x 5-00, “9 
30 x 5.00, $8. 20; 31 x 5.25, $9.85; x 
6.00, $11.85; high pressure md th 2 
x 3, $4.40, 30 x 3%, $4.75; 31 x 4, 
$8.45; 32 x 4, $9.05. 
BATTERIES. 

B and C Radio Batteries: 

“Rp” “an 
SRSA $1.14 $1.22 
Lh = 1.30 1.40 
Sree 1.92 2.06 
| eee 2.33 2.53 
ae es 2 3.00 
| Rae 2.97 3.20 


Dry Cell A_ batteries, No. 7111, 
35%4c. in standard packages, 40c. in 
broken lots; Columbia igniter dry cell 
batteries, 32%4c. in standard pack- 
ages, 36c. in broken lots. 


BINDER TWINE. 


First grade $6.11% per bale; Sec- 
ond grade, $5.73% per bale. 


BOLTS AND NUTS. 


Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in., and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size; 
stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 


BUILDERS’ HARWARE. 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
16c. per pair; 4 in., 2le. per pair; 





for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blaster finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CELL-O-GLASS. 
Cell-O-Glass in 100 ft. rolls, “ey 


per sq. ft.; glass cloth in 100 yd 
rolls, 24c. per sq. yd. 
CHAINS. 


Coil chain, 3/16 in., $11. 85 per 100 
lb.; % in., $10. 75 per 100 Ib - 5/16 in., 
$9.25 per 100 lb.; % in., $7. 85 per 100 
lb. Cow ties, No. 14, $2.75 per doz.; 
No. 15, $2.50 per doz. Tie out chain, 
60 per cent off list. 


ELECTRIC FANS. 


Robbins & Myers 10-in. AC oscil- 
lating type, $17 each: 12-in., $27 
each; stationary 8-in., $5 each. 

FERTILIZER. 


Old Gardener 5 Ib., 32c.; 10 Ib., 
55c.; 25 Ib., $1.12; 50 Ib., $2: 100 Ib., 
$3.90 


GARDEN HOSE. 


Black, double braid, molded % in. in 
bales, 74@c. per lb.; same % in., 8%c. 
per Ib. Red, double braid, molded in 
bales, % in., 7%c. per ib.; % in., 
8%c. per lb. 50-ft. sections coupled 
%ec. per lb. higher for both grades 
and sizes. 


GRASS AND PRUNING SHEARS. 


Goodwin grass shears No. 10, $13.80 
per doz.; No. 20, $10 per doz.; Clear- 
cut No. 800, $6 per doz.; No. 1000, $10 
per doz.; Wiss, No. 600, $12 per doz.; 
Doo-Klip grass shears, $10,80 per 
doz.; Doo-Klip long handled grass 
shears, $18 per doz. 

Pruning Shears.—Clearcut No. 1104 
$11.50 per doz.; Pexto, No. 60, $8 per 
doz.; No. 5, $3.50 per doz.; No. 505, 
$7.25 per doz.; Doo-Klip pruners, 
$10.80 per doz. 


LAWN GOODS. 


L. R. Nelson Mfg. Co., Perfect 
Clinching hose couplings, $1.90 per 
doz.; female ends, $1.30 per doz.; Per- 
fect Clinching hose menders, 80c. per 
doz.; Rainbow nozzles, $3.80 per doz.; 
Sprinklers, Rotary, $11.60 per doz.; 


Sales of fertilizers 


Prices on 





March Business Gained Over February 
Few Price Changes Have Been Reported 


Crown, $5.75 per doz.; Crest, $5.65 per 
doz. 


NAILS AND WIRE. 


Nails.—Factory shipment, car lots, 
$2.35 per keg; less than car lots, $2.45 
per keg for factory shipment and 
$2.65 per keg for stock shipment; 
other products for stock shipment; 
No. 9 galvanized wire, $3.20 per 100 
lb.; No. 9 annealed wire, $2.75 per 
100 1b.; polished fence staples, $3.05 
per 100 Ib.; galvanized fence staples, 
$3.30 per 100 lb.; coated nails, $2.65 
per keg. e 

Barbed Wire.—Lyman, 4 _ point 
cattle wire, $2.88 per 80-rod spool; 
hog wire, $3. 12 per 80-rod spool. 


NIGHT LATCHES. 


Yale No. 36, $8 per doz.; No. 40, $12 
per doz.; No. 42, $13.33 per doz.; No. 
042, $12 per doz. 


PAINTS AND VARNISHES. 


Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 

Turpentine in drums, 69c. per gal.; 
in 5-gal. lots, 87%c. per gal. 

Linseed: oil in drums, $1.14%c. per 
gal.; in 5-gal. lots, $1. 344¢. per gal. 

White lead in 100 Ib. kegs, 14%4c. 
per lb.; in 50 and 25 Ib. kegs, 14\4c. 
per Ib.; in 12% lb. kegs, 14%c. per Ib. 

Quantity discount, 500 Ib. to 1 ton 
10 per cent. ane | = or more, 10 per 
cent and 4 per c 

Enameling scans, $1.20 to $1.65 
per qt. 


POULTRY NETTING 
CLOTH. 


Poultry netting after weaving, 60 
per cent off list; galvanized before 
weaving, 60 and 10 per cent off list. 
Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60: 14-mesh, $1. 90; galvan- 
ized, 12-mesh, $1.80; 14- mesh, $2.50; 
bronze, 14- mesh, $5.50; 16- mesh, $5.90. 


RADIO EQUIPMENT. 


Tubes, CX No. 112A, $2.50; CX No. 
326, $2; CX No. 327, $3: C Cx’ No. 380, 
$3.50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 


ROLLER SKATES. 


Union line, less than case lots, Nos. 
4SC and 5SC, $1.42 per pr.; 6SC, $1.55 
per pr. Chicago line, No. 181, $2.65 
per pr.: No. 183, $2. 75 per pr.; No. 
185, 375 per pr.; No. 101, $1. 32 per 
pr.; Nos. 103 end 105, $1. 57 per pr. 


ROPE. 


Best grade manila rope’ at 21%%c. 
per lb. for factory shipment and 22c. 
per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
161%4c. for shipment from stock. 


SHEETS. 
24-gage galvanized sheets, $4.60 
per 100 lb 


SNOW SHOVELS. 


Snow shovels, No. 33 galvanized, 
$9.50 per doz.; No. 34 galvanized, eH 
per doz.; No. 36 galvanized, $13. 
per doz.: No. 35 maple, $18 per =: ; 
No. 31 steel blade, $9.25 per doz.; No. 

27% children’s, $2 per doz. 


STOVE PIPE AND ELBOWS. 


6 in. 28 gage stove pipe, per crate 
of 25 joints, $3.19 for factory ship- 
ment and $4.15 for stock shipment; | 
Same, 26-gage, $3.81 for factory ship- 
ment and $4.15 for stock shipment; 
6 in. corrugated elbows, 28-gage, $1.31 
per crate for factory shipment and 
$1.40 for stock shipment. 


Reading matter continued on page 64 
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Illustrated are che 
three most popular 
numbers of R-W 
Grindstones. The 
Catalogue shows 
sixteen different 
styles. 






























































Grindstones for every purpose 


There’s an R-W Grindstone to meet every require- 
ment and a style and size to suit every purse. The 
line ranges from a small and convenient grindstone 
for kitchen use to the largest power grindstone 
eight feet in diameter. 


grade genuine Berea grit. 


The frame work is of rigid construction—all have 
ball-bearing journals fitted with stones of highest 


We are also prepared to furnish loose stones of any 
grit and in any quantity. 
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A most convenient tool 
for general use—while 
primarily a_ fence 
stretcher, it can also be 
used as a stump puller 
and as a hoist and lift. 
The construction is 
rigid and the lever 
handle can be operated 
continuously in one 
direction or backward 
and forward and from 
either side. 

The clamps are fitted 
with tail nuts so that 
wrenches are unneces- 
sary. 


The pricesare attractive. 


Fence Stretchers 


StaiR -Way 
Ladders 


Here is the most com- 
plete line of store laddérs 
manufactured. 


There’s a type of ladder 
to meet any and all con- 
ditions — ledge rollers 
with guide track above 
—floor rollers with steel 
ladder frames — ceiling 
ladders for straight or 
curved box track, and 
several designs of the 
portable type. 


Investigate the StaiR- 
Way Ladder line—you’re 
sure to find a stock type 
to meet any and all 
conditions. 















































“Quality leaves 
ats imprint” 


Richards-Wilcox Mfg. Co. 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U.S.A. 


Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 
Indianapolis St.Louis New Orleans Des Moines Minneapolis Kansas City 
Los Angeles San Francisco Omaha Seattle Detroit Atlanta 
Richards-Wilcox Canadian Co,, Ltd., London, Ont. Montreal Winnipeg 





1880 


1930 
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PIT TSBU RGH:? Spring Goods Are In Good Demand. 
Some Prices Show Weaker Tendency 


(Pittsburgh office of HARDWARE AGE) | 

PITTSBURGH, April 1—Shipments of spring goods continue in 
good volume, but sales are still disappointing in total if not in num- 
ber. Such items as roller skates, fertilizer, garden and lawn tools, 
and housecleaning supplies are moving in good volume, but the more 
expensive items are still coming out slowly. 

Prices are none too strong, with notable weakness in some lines. 
Retailers in the territory claim to be able to buy stove bolts at 60 
and 10 off list against the usual 60, although not all jobbers are 
meeting this quotation. Nail prices seem to be slightly stronger, 
reflecting attempted stabilization in the primary market, although 
the demand is very light. The Universal line of vacuum cleaners 
has been reduced about 714 per cent in price. 

The decline in steel mill operations, which has been evidenced in | 
this district for about a month, seems to be checked at the beginning | 
of the second quarter, find specifications for some products slightly 
heavier. This is particularly true in the case of cold-finished bars 
and shafting, galvanized sheets, butt-welded pipe and tin plate. | 
Rail mills are running a bit faster and tin plate production aver- | 
ages about 85 per cent. In other finishing departments the rate | 
of operations is considerably lower, while steel ingots are being 
turned out in the Pittsburgh district at about 75 per cent of capac- 
ity. Price weakness continues in strip steel, sheets and to a lesser 
extent in the heavier products. However, this weakness is more 
pronounced on spot business than on contract tonnage. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | 
RETAILERS, F.O.B. PITTSBURGH. | 


AUTOMOBILE TIRES AND TUBES. |FARM, GARDEN AND LAWN GOODS 








Mops.—O’Cedar, 33% per cent off 
list; cotton, best "grade, No. 12, $4.50 
per doz.; No. 20, $6; No. 30, $10; No. 
36, $13.50. Second grade, No. 12, 
$2.75; No. 20, $4.50; No. 30, $6.75; No 
36, $38. 40; No. 10 Betty Bright self- 
wringing mop, $8 per doz.; No. 20 
Betty Bright mop cloth, $4 per doz. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20 in., $9.20. 

Waxes.—Johnson paste wax, 1-lb. 
— 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; 8-Ib. cans, $6; Old English, 
1-lb. cans, 85c.; 2-lb. cans, $1.70 
4-lb. cans, $3; liquid wax, Johnson 
pints, 75c.; quarts, $1.40; Old English 
pints, 75c.; quarts, $1.40. Dealers’ 
discount, 33% per cent. 

Sponges. —According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.— Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 40c. per 


t. 
Floor Polishers.—Universal electric, 
$20.65 each, net; hand, $3.75 each; 
Old English, $2.60 each 

Carpet Beaters. — Justrite, $1.10 
doz.; No. 4, $1.20. 


INSECTICIDES. 


Paris Green.—1-lb. paper, 38c. each; 
kegs, $27. 50. 

Bordeaux Mixture.—1-lb. paper 26c. 
each; 100 Ib. keg, $14. 

Arsenate of Lead.—1-lb. paper 24c. 
each; 100 lb. keg, $15. 


MISCELLANEOUS. 


Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
a, Nos. 13, 22, 113, 324 and 
325, 5 » $5.40; 5% i.,: 983.8 tt, $7. 


Mansfield tires, 4-ply balloon type, Garden Hose.—-250 to 500 ft. coils, B 
29 x 4.40 $6.50; tubes, Po 31; 30 x 4.50, \% in., ae. to 9c. per ft.; % in., 8c. Electric Drills.—No. 141, $24 each; 
$7.25; tubes, $1.39; 29 x 4.75, $8.39: to 10%c.; % in., 9c. to 12%c.; in 50 ft. No. 142, $32; No. % $48; No. 562, 
tubes, $1.46; 29 x 5.00, “$8. 66; tubes, | louie “coupled, Yc, per ft. higher; $35.20; No. 382, $41.6 
$1.50; 30 x 5.00, $8.94; tubes, $1.54; | nozzles, Gem, $5.50 per doz.; Dia- Files.—Disston, 50 ‘and 10 per cent 
31 x 5.00, $9.33; ner, $1.58; 32 x 5.00, mond, $4.50 per doz.; Nelson Spray, $4 off list. Nicholson and Black Dia- 
$10.32; tubes, $1.6 Bi 28 x 5.25, $9.73; | per doz.; Giant, $3.25 per doz.; reels, mond, 50 per cent off list. Simonds, 
tubes, $1.58; 30 x 5.25, $10.43; tubes, | $1 to $4 each; Perfect hose couplings, 50 per cent off list. 
$1.73; 31 x 5.25, $10. 75; tubes, $1.76; $2 per doz.; Sherman hose couplings, Garage Vises.—No. 43, $2 each; No. 
29 x 5.50, $11.10: tubes, $1.95. $1.40 per doz.; Perfect hose menders, 4314, $3; No. 14, $65. 
ree ly. ad ary — ae se 80c. per doz.; hose nipples, $2.40 per 
2.03; x tubes .95; | doz.; hose adapters, $2.25 per doz. J J ICE 
31 x 6.00, $14.57; tubes, $1.99; 32 x | A emgage poll shears, ORNAMENTAL FENCE. 
6.00, $14.84; tubes, $2.06; 32 x 6.00, $10.80 per doz.; Doo-Klip long handled Ornamental Fence.—Style LX, 36 
$15.36; tubes, $2.18. grass shears, $18 per doz. in., $6.40 per 100 ft.; 42 in., $7.20 per 
| Pruners.—Doo-Klip pruners, $10.80 a Be » ee $8.80 joe es 
/ per doz. Style F, in., $8.80 per +5 42 
BATTERIES. ave Sprinklers.—Crown lawn sprinklers, in., $9.60 per 100 ft. 
Broken Unit $7 per doz.; Crescent lawn sprinklers, | Single Walk Gate.—36 in. x 3 ft., 
Packages Packages $6.50 per doz. | $2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
RBAROD cone o daca. ys oene $2.22 $2.06 Sprinkling Cans.—Galvanized | ft., $2.70; all prices each. 
LL eee 3.20 2.97 } sprinkling cans, 4-qt., $5.75; 6-qt., 
RBA ppotsr eae: 2.06 1.92 $6.50; 8-qt., $7.50; 10-qt., $8.40. All | PAINTING SUPPLIES 
SS | eee 2.00 2.80 prices per doz. i 
No. 168 2.02.22 1.32 1.14 | gogady mixed paints, best grades, 
ea rr o 42 39 > | é. per gallon; lower grades, 
ee eee 1.05 .97 FERTILIZER. (white and dark greens, 15c. per gal. 
he. SSE eer 1.40 1.3 Old gardener, assortment No. 1, higher); white lead, 14%4c. per Ib. in 
INO. TED 2.2 cevewccsssce 1.40 1.30 $98.16; assortment No. 2, $59.95; as- 100-lb. lots; 10 per cent less in lots of 
OO ae: 2.06 1.92 sortment No. 3, $28.73. 500 lb. or more and extra 4 per cent 
DN EE iv Bins ewes kane 1.93 1.79 | Koppers Velvet Lawn fertilizer, less on lots of a ton or more; turpen- 
No. 6 dry cells, ignition type, unit | 33% per cent off retailers’ selling fig- | tine, 68c. per gal. in barrel lots, raw 
packages, 36c. each. | ures. | linseed oil, 16c. per lb., in barre] lots. 
Flashlight.—No. 935, 6%4c. each; | Loma fertilizer, per case of 24 1-lb. 
No. 950, 6%4c.; No. 790, 13c.; No. 705, | cans, $3.60; per case of 12 5-lb. cans, POULTRY SUPPLIES. 
19%4c.; No. 750, 18%c.; No. 791, 13c. | $5.04; per case of 10 10-lb. bags, $7. 
Hot Shot. itn, 1461, $1, 67; No. 1661, | Incubators.—No. 1, $21 each; No. 2, 
$2.37. | FLASHLIGHT CASES. $24.50; No. 3, $22.55; No. 4, $38.50; No. 
| 4 4 erty $15.75; No. 17E, $21; all prices 
> 117 . | Winchester Flashil ht Cases.—No. net 
BOLTS, NUTS AND RIVETS. 6414, 62c.; No. 651 4, "68c.: No. 6824. 11 Broeders.—No. 11, OG +e: fe. 
Bolts.—All styles except stove and $1.43; No. 6921, $2. 40; No. 6924, $2.08; ro vie.J0; NO. , 295° NO. 30, 
ture Dalle per bes plecen, 60 per cent all each. $12.25; No. 81, $12.95; No. 101, $18.55; 
off list; stove bolts, 75 and 10 per cent Winchester Assortment.—No. 1614, No. 102, $22.50; all prices net. 
off list; tire bolts, 60 and 10 per cent $2.94 per assortment; No. 6214, $5.04 Fountains, etc.—Fountains, 25c. to 
off list. per assortment. $1 each; feeding troughs, 20c. to 85c. 
Nuts.—All styles, 50 per cent off | pe dy mash hoppers, $1.30 to $2.10 
ist. | J ‘ T each. 
Rivets.—Larger, $3.50 base per 100 | HOUSE CLEANING SUPPLIES. | Cel-O-Glass and Lin-Lite.—In 100- 
pieces; small wagon and tinners’ riv- | Water Softeners.—Desolvo, 12 oz. | ft. rolls, 10%c. per sq. ft. to the 
ets, 60 per cent off list. pkg., $2 doz.; 1 lb. pkg., $3 per doz. | trade. 


Reading matter continued on page 66 
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“THE EGRY GIRL OF 1930 ASSISTS A WELL-KNOWN HARDWARE DEALER 
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A. MESSAGE’ OF IMPORTANCE 


TO HARDWARE DEALERS CONCERNING. THEIR PROFITS 


The big job ahead of every business man is to hold the business he has and gain more 
without jeopardizing his profit. We have a simple System that will automatically help 
you do this, while providing convenience with efficiency in a definite control over every 
initial business transaction of sale, movement of stock or other operation. It eliminates unseen 


losses and conserves profits. A full explanation is free for the asking. Write for it today. 


THE EGRY ec: COMPANY, DAYTON, OHIO 


Makers of the world’s finest recording Register—the EGRY COM-PAK 
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ROLLER SKATES. 

Union Hardware Co. line, No. 2, 
70c. per pr.; No. 3, 75c. per pr. No 
10, $1.05 per pr.; Nos. 4 and 5, "$1. 40 
per pr.; No. 6, $1.55 per pr. 

Winslow line, No. 38%, $1.40 per 
pr.; No. 38, $1.55 per pr.; No. 38, rub- 
ber tire, $2.50 per pr. 

Winchester line, No. 3831, $1.35 per 
pr., No. 3832, $1.30 per pr. 

Chapin line, No. 103, child’s skate, 
75c. per pr. 

Chicago line, No. 101, $1.33; Nos. 
103 and 105, $1.43 per pr. 


SCREEN WIRE CLOTH. 

Black’ wire cloth, No. 12 mesh, 
$1.55 per 100 sq. ft. Galvanized, 12 
mesh, $1.65. Bronze cloth, 14 mesh, 
$5.50 per 100 sq. ft. 


SHEET METAL. 
Zine is quoted at 11%c. per Ib., 


and copper at 27%c. 
Black sheets, No. 24 gage, in lots of 


1 to 24 bundles, 3.95¢. per Ib. 


Galvanized sheets, No. 24 gage, in | 
lots of 1 to 24 bundles, 4.60c. per Ib. 
Light plates, blue annealed, No. 10 
gage, in lots of 1 to 24 plates, 3.20c. | 
per lb 
Blue annealed sheets, No. 13 gage, | 
- lots of 1 to 24 sheets, 3.35c. per 
Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.23 per square. 


WIRE PRODUCTS. 


| 
| 
} 
| 
Fence Wire } 
per 100 Ib. Annealed Galvanized | 





No. 6 to 9 gage....... $2.85 $3.30 
SS ee ee 3.35 
PL EN vcatunws aru shows 2.95 3.40 
Se) re eee 3.00 3.50 
SE a eerrerat 3.65 
NE | errr *3.85 
OS ESE err yr 3.40 4.15 | 
ge | SRE errr rr 3.60 4.35 | 
Barbed wire (per 80-rod spool): | 
DieT EU fas eke n ese eta eas $2.70 | 
PROEINEE Sovericecs cn icncacawe 2.88 | 


Se st hace aaa web ek 3.12 
SE: SEEOD dos ocanud we ecde'ean 2.88 
2-point cattle (special) .......... 2.07 


Field Woven Wire Fence (per 100 
rods): 





SEE aa OR a 45.20 
No. 14% gage: 
Poultry and rabbit mesh: 


DE RES 6 ngs Sonatas sd sa weee ee $38.25 
PAD: NP 25 5-2 dinwie'a Dane Casey olen Sais 47.00 
PRS MED fal Ges wioear sacle seh bene Fen 54.25 
POOs MOTE: 3 oa dens Wears <seshoases’ 63.00 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 





Se See a eee 
| See ee 55c. each 38c. each 
7 an; ‘ 65c. each 40c. each 
We) Bes 0G ete bned dae oceans 45c. each 

B right nails, base, per keg, $2.55 


to $2.60. 





BOSTON: 


Boston, April 1.—Retail hardware sales in general throughout 
New England are still slow, weather conditions of late having been 
somewhat against outdoor work of all kinds. The majority of the 
trade is therefore waiting to see how things are going to turn out 
before committing themselves to jobbers, and ordering only such 
merchandise as they are short of. And yet local jobbers profess that 
sales are slightly better. The improvement is attributed to buying 
by some of those retailers who have been holding back, and to the 
fact that others who have been buying in small quantities, increas- 
ing their orders. Jobbers, however, admit that business is a long 


way from active. 


Current retail buying embraces quite a number of the new things 
offered by jobbers, as well as some of the old-time lines, such as 
feeds and brooders, garden tools, roofing material, incinerators and 
Flit. Roller skates are selling more freely than they have before in 
several years. Jobbers are endeavoring to secure orders for stove 
pipe for next fall delivery, but so far have had little success. As a 
matter of fact the retail trade evidences little interest in futures 
of any sort. A slight downward revision in those for porch gates is 
the only price change reported by jobbers the past week. Collec- 
tions remain generally slow, and quite a few small retail dealers 
continue to be carried by jobbers, as they have for more than a year. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.0.B. BOSTON. 
AUTOMOBILE ACCESSORIES. 


Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 3%, $5.60 
each, list; 31 x 4, $9.40; 32 x 4, $10.10. 
Discount 12% and 10 per cent. 

Tires.—Mansfield line heavy duty 
cord, clincher, 30 x 3%, $7.25 each, 
list; straight side, 30 x 3%, $9.85; 31 
x 4, $12; 32 x 4, $12.80; 32 x 4, $13.45; 
32 x, 414, $17.30; 33 x 4%, $18; 34 x 
41%, $18.60; 33 x 5, $23.50. Discount 
12% and 10 per cent. 

Tires.—Mansfield line, truck, 8-ply 
cord, 32 x 4%, $23.70 each, list; 33 x 
4%, $24.55; 30 x 5, $28.40; 34 x 5 
$33.70; 35 x 5, $34.50; 10-ply, 32 x 6, 
$47.15; 36 x 6, $51.80; 38 x 7, aap 
12-ply, 36 x 8, $94. <4 40 x 8, $101.8 
Discount 30 per cen 

Tires.—Mansfield = balloon, 4. = 
19, $7.80 each, list; 4.50-20, $8.8 
5.00-19, $11; 5.25-18,. $12.35; 5.26.20 
$13.25; 5.50-19, $14.10; eavy duty, 
6-ply, 4.40-21, $11.50; 5.25-21, $16.35; 
5.50-20, $17.85; 6.50-19, $22.30; 7.30-20, 
$34.50. Discount 12% and 10 per cent. 

Tires. — Mansfield _ line, balloon, 
double service, 4.50-21, $17.45 each, 
list; 5.25-21, $25.45; 6.50- 18, $33.75; 


(Boston office of HARDWARE AGE) 


6.50-20, $34.50; 6.50-21, $36.15. Dis- 
count 30 and 10 per cent. 

Tire Chains. —30 x 3%, $4.50 a pair, 
i 5.50; 33 


5.75; 32 Lb . a 
$6.50; 34 x 4%, $6.75; 33 x 5, $7.50; 


$6; 31 x 4.95, $6.25; 32 x 4.95, $6.25; 
af zs 4.95, $6.50; 34 x 4.95, $6.75; 28 x 
$6. 75; 29 x 5.25, $6.75; 30 x 5.25, 
36. 7B: 31 x 5.25, $7. One to nine pair, 
discount 30 per cent; 10 to 49 pair in 
one shipment, 35 per cent discount; 
50 pair in one shipment, 40 per cent 
discount. 
Clocks.—Westclox line, with plain 
dial, $1.50 each net; with luminous 
dial, $2.10. 


WASH CLOTHS. 

Kozak dry wash cloths, 2 doz. to 
case, with display stand, in less than 
ease lots, $24 a case, list. Discount 
331%, per cent. In case lots, discount 
40 per cent. 


Reading matter continued on page 68 








Prevailing Demand Is Only Moderate 
Weather Has Retarded Sales Activity 


BATHROOM TISSUE. 


Bathroom Tissue.—Zee, to retail 
at 10c. a package, in less than case 
lots, $6.80 a case net; in 3 case lots, 
$6.75; in 5 case lots, $6.67. Zalo, to 
retail two packages for 25c., in less 
than case lots, $8.90 a case; in 3 case 
lots, $8.85; in 5 case lots, $8.75. 


BOTTLE CAPS. 


Bottle Caps.—Crown, single lac- 
quered, in one gross lots, 18c. a gross 
net; in 50 gross lots, 17c. 


CATCHES. 


Catches.—Spring friction, No. X1818, 
$5.70 a gross net. 


COASTER WAGONS. 


Coaster Wagons.—Tornado, No. 31, 
$2.40 each net; No. 32, $2.75; No. 33, 
$3.15. Rambler, No. 50, $3.75. Speed- 
way, No. 52, $4.70. High speed racer, 
eB $3.25; No. 143B, with brake, 

65. 


ENAMELWARE. 


Enamelware.—Assortment, No. 25, 
containing 1 doz. each of deep.shaped 
wash basin, 2-qt. extra deep sauce 
pan, 2-qt. deep pudding pan, 3-qt. 
milk or dairy pan, 3-qt. Swedish mix- 
ing bowl, deep Windsor dipper, $13.50 
the assortment net. 


FIRE KINDLERS. 


Fire Kindlers.—Dixie, 8 bricks to 
package, 30 packages to case, $6 a 
case net. 


KIDDIE SKOOTERS. 


Skooters.—A. C. White line, Zip, 
No. 801, $2.33 each net; No. 803, $3.33. 
Speedster, No. 6112, $3.50. 


LAWN ACCESSORIES. 


Hose.—Rubber, garden, Commer- 
cial, 5g in., 6%c. per ft., net; Leader, 
% in., 6%c.; % in., 7%4c.; Vigilant, 


5% in., 8%c.; Olympia, in., 8%c.; 
Good Luck, 10%c.; Bull Dog, % in.; 
13%c. 


Lawn Mowers.—Roller bearings, 16 
in., $18.25 each net; 18 in., $19.50; 
20 -. $20.75; —_—, bearers, 16 in., 
$16. 18 in., $17.50; 20 in., $18.75. 
pt style, 11- 4 16 in., $12, 18 
in., $12; 20 in., $14. Style "10-4; 14 
in. ag 75; 16 in., $10.50; 18 in., $11.25; 
20 $12. Style 9-4, 14 in., $9; 16 
in., m3. 50; 18 in., $10; 20 in.,. $16.50; 
ball bearing, 16 in.; special, style 8-4, 
14 in., $8.50; 16 in., $8. 90; 18 in., $9.30; 
special, style 8-3 plain bearing, 12 in., 
et 40; 14 in., $5.80; 16 in., $6.20; 18 in., 

0 

apleedibive: —Nelson rotary, ee 80a 
doz. net. Majestic Rain A, 
$4.33 each. Dollar, iouing %s a 
doz. 

Coupling.—Nelson perfect clinching, 
self fastener, $2 a doz. net; corru- 
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Three Carborundum-Made Products 


that You can Readily Sell to the Garage Man 








CARBORUNDUM and ALOXITE BRAND GRINDING WHEELS—for general 
grinding—for tool grinding. 





And he will buy CARBORUNDUM BRAND SUPER-SPEED VALVE GRINDING 
COMPOUND because it always does a quicker, cleaner, smoother job of 
valve grinding. 





He is also a buyer and user of ALOXITE BRAND CLOTH IN ECONOMY 
ROLLS—for all metal finishing jobs. And if he has a repaint shop he will 
be asking for CARBORUNDUM BRAND WATERPROOF SANDING PAPERS. 


ALL PRODUCTS OF 


The CARBORUNDUM Company, Niagara Falls, N.Y. 


REG.U.S. PAT.O) 


(carsorunoum 
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gated, $1.30; perfect clincher house | QUTBOARD MOTORS. SCREWS. 
marta aks ee 116 ance tet, Doneamen mate Gao” Screws.—Wood, combination pack- 
n 4 * = - j So 5 
No. 7, $14. 460. dee 8 9” $i6. — Rat tor, 20 and 5 per cent; lots of five, % to retail at dc., $1.85 a carton 
plain bearings, No. 2, $8.55; No. 4 sae cise per cent; lots of ten, 33% ° 
“a PLAYARD EQUIPMENT Neier ox noernctatigl 
MOTH EXTERMINATORS. . Playard Caquloment Amiel Na : Wheelbarrows.—Childrens’, Paris 
. a ‘ . < ages a line, No. 00, $4.80 a doz. net; No. 1, 
_Moth Exterminators.—Expello, first tional line, glide, No. 51, $15 each; $12: No. 2, $16.20; No. 3, $21.60. Amer- 
size, $8 a doz. net; second size, $8; No. 66, $10.95; Airplane swing, $3.15; vid, NO. 4, 40; NO. 9, -60. 
third size, $4. One free can with Sand yard, No. 42, $9; No. 44, $12.75. ican National line, garden, No. 5D, 
every dozen. Parafume, 48 cakes in Combination seesaw and merry-go- $5.30 each net; No. 6D, $6.55; No. 7D, 
carton, $2.90 a carton net. round, $6.25. $9.90. 





N E\W YO R > pring Merchandise Shows Increased Activity 
¢ Prices on Some Wire Products Are Easier 














New York, April 1.—After a slow start spring lines are in better | lengths. 15c. per toot, ott ete 
. . ° 2 ts 
demand at present than at any time this year. Other staple lines a. ae ee lengths, 
° . e ec. per foot 
are also in better demand. Metropolitan wholesalers voice the ‘Hose Reels.—75 feet capacity, $1.15 
opinion that retailers have started to move seasonable goods in| {2ch! iho ‘Set capacity 33.40 each: 
fair volume. This, they say, made most dealers realize the neces- FS GEREY, See Se 
sity of replenishing and augmenting their stocks. It is also said | GARDEN TOOLS. 
that a more optimistic outlook has developed since basic conditions | 4492746", Barrowss 7o83:86), 15. Soin 
have been reported as showing a definite improvement. ° Garden Hoes,—¥6.2 21, $9.99, $10.26, 
Some weakness has developed in prices on nails and screen wire. ee and $11.34 per 
* . 7 Py ° dozen, according to quality an size. 
Bronze wire cloth, 16 mesh, which is the most popular screening in Garden Rakes. “Black finish, 8 
° e e ° e ° teet > teet 
this territory, is selling at a much lower price than was established 12” teeth $5.81 doz.; 14 teath, $6.43 
early in the season. The price concessions being granted are, of | #0%., ‘painted head 1208, ,carden 
course, more prevalent on quantity purchases. Nail and smooth oe A Mg og at dle 
wire quotations are also showing some weakness. It is said that 10 tooth, $11.07 dos., 12 teeth, $1.88 
nail manufacturers are contemplating an advance in the near future. $13.50 doz. S18 ‘teeth, $14.85 <<. to. 
: : i s, steel bow, yy pattern, 
One of the well known manufacturers of electric appliances has low- curved teeth, 12 teeth, $11.88 doz. 
ered prices considerably on several types of vacuum cleaners. pg = gem He age Mi og BS ogg 
While there is plenty of room for improvement in the credit sit- a eee ee ee ene eee 
uation, the average of collections is fairly satisfactory and should i SPading re oe 
1 
become better shortly. $12.15 to $27.40 per Se acalaea 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | si20"per doz sets to 82740 
RETAILERS, F.0.B. NEW YORK. GALVANIZED WARE. 
BUILDERS’ HARDWARE. | ees ee ae om sun ak tank ao ar Oe 
Steel Inside Lock Sets.—In less 8 | gal. 5 ‘each; 614 gal., 78c. each: 
than case lots, $4.00 per doz. in bee ie bas: Bed Guard. “ry ft. rolls, 16 | eta Maggot 9 mgt ee 
lots, $3.75 per doz. | $4.95; 22 in., $5.85; 28 in., $6.75. ‘Wash Tubs.—No. 0, 50c.; No. 1, 
; Glass Knob Sets, wx Trim.—In «trellis Wire.—100 ft. rolls, 18 in., 61c.; No. 2, 68%c.; No. 3, 80c. each. | 
ess than case ts, $7.35 doz. deed " ts.—4- 5 ; 6- 
In case lots, $7.00 per dos. one | ‘ Walk Gates.—36 in. x 3 ft., $2.75; pune. oo 10nt go a ey 
Steel Front Door Sets, Bit Key.— . 97: 42 3"A Hts ot Sees 421 x 4 ee 90c. each. ; i sé 4 
35c. per set. Fo $2.97: hn are tt.’ %08: 48 ine Standard Pails.—8-qt., $2.40 per 
eyed — Door Sets, Bit Key. | x 3 ft., $2.97; 48 in. x 3% ft., $3.08; doz. ; 10-qt., $2.67 per doz.; 12-qt., 
pe eg Te ioe) . 4 ~ yee $2.§ > Be -qt., $3.2 Ae 
“Bronze Cylinder Front Door Sets.— | 8 in. x 4 at, $3.19 each. i ee ee oe $3.24 per doz 
$5.25 per set. 6. te Orive Semen st re eo e., Refrigerator Pans.—Small, 38c.; 
_— Vestibule Sets.—$5.00 per | ry ft.. 8. =. 7 Pag dg ede Cabt a medium, 42c.; large 55c each. i” 
set. Oi .—1l-g2 a 98% ae "Bs Ai. 
sae 7 ie = $f Handles, Bit > x 10 tt. is te oe A he ates "baa. Ee ige.: Fant. yi eee 
-— $2.35 set. “ee as type, 67%4c.; 5-gal. fauc ype, Sle. 
Bronze Cylinder Store Door Han- 9h-78s SOR. SES iy OEP GOR. | each. ss lag ar ; 
dies.—$7.25 per set. FLOOR WAX PRODUCTS. = 
Garage Sets,—No. 1775J and No. Powdered Wax.—4 02., 2844c.; 8 02 GLASS SUBSTITUTES. 
1776J, in less than case lots, $2.40 33%4c.; 16 0z., 66%c.; 5 Ib., $2.66% 36 in. wide, 100-ft. rolls, $30.28 
per set. One case lots, $2.10; 24 sets per package. — ms Monge each; 36 in. wide, 50-ft. olin, $15.19 
a more in one shipment, $1.90 per Bh rss rll Pate Wax. - “> Pe’ | ence; 36 in. wide, 25-ft. rolls, $7.60 
: c.; % Ib. oe eaeh. 
miei Ib., $1.06%; 4'Ib., $2.00; 8 ib., 8 aM, 
ne Prepared Liquid Wax.—% pt. | GRASS CATCHERS. 
3% x 3%, in less than case lots, 3314c.; 1 pt., 50c.; 1 qt., 938%e; % coe : . 
174c. per pair. One case lots, 16c. gal., $1.60: 1 gal., $2.66%6. White duck with heavy iron bot- 
per pair. Three case lots in one | Floor Polishing Outfits.—Includes tom, adjustable for mowers having 
shipment, 15c. per pair. | quart bottle of liquid wax, one wax reels from 12 to 16 in. wide, $11 per 
4 x 4, in less than case lots, 25c. mop, one weighted floor brush and doz.; same, adjustable, for mowers 
per pair. One case lots, 22%c. per instructions, $3.75. having reels from 16 to 20 in. wide, 
_. Two cases in one shipment, | Weighted Floor Brushes.—15_ 1b., $16 per doz. 
eec, air. 3.75; . r 
inion 15; 25 Ib., $5.25. | GRASS AND PRUNING SHEARS. 
CARPET SWEEPERS. GARDEN HOSE. | “Doo-Klip’ grass shears, $10.80 
Bissell’s, Standard, $3.00. Uni- | Competitive Garden Hose, % in. per doz.; ‘‘Doo-Klip’’ long handled 
versal, penneed. $3.50; nickel, $3.83. | 50-ft. lengths, 8%c. per foot; 25-ft. grass shears, $18.00 per doz.; ‘‘Doo- 
Princess, $4.16%. American Queen, | lengths, 8'%4c. per foot; same, %& in. Klip’? Pruner, $10.80 per doz. Com- 
$4.50. Grand Rapids, japanned, $3.67; | 50-ft. iengths, 7c. per foot: 25-ft. | petitive grass shears, 5% in. blades, 
nickel, $4.00; colors, $3.67. Elite, | lengths, 6%c. per foot; 250-ft. lengths | 25e, each. Good quality, 5% in. 
$5.00. “Sterling’’ Carpet Sweepers, | 6%ec. per foot. “Good Luck,” %& in ‘ | blade, grass shears, 75c. each. High 
$2.25 each. 25-ft. lengths, 9%c. per foot; 50-ft. = — ees. = blades, $1.00 
FENCE, ORNAMENTAL LAWN. og ag eM lg Me a ug a ee ming 
100 ft. rolls, heavy type, 36 in., 50-ft. lengths, 12%c. per foot. ‘Bull 64c., 67c., $1.05, $1.15, $1.20, $1.66, 
$9.90; 42 in., $10.80; 48 in., $12.60. Dog,’”’ % in., cord molded, 25-ft. $1.83 and $2.50. 
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That numeral “61° is truly a “buy” 









word —as many P&L dealers know. 









That's how “61° Quick Drying En- 













amel got such a flying start. 
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Through national advertising mil- 
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lions of home-owners are being told 









£i2h 


about the sixteen popular. lustrous 









eolors which dry in 4 hours. 









Write for details P&L Proposition. Pratt & 









Lambert-Ine.. 114 Tonawanda St.. Buffalo. N.Y. 









In Canada: 20Courtwright St.. Bridgeburg. Ont. 


2o2, PRATT & LAMBERT 


VARNISH PRODUCTS 
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ICE CREAM FREEZERS. 
“White Mountain,’’ 1-qt., 
each; 2-qt., $2.83 each; 3-qt., 
each; 4-qt., $4.13 each; 6-qt., 
each; 8-qt., $6.75 each; 10-qt., 
each; 12-qt., $10.78 each; 15-qt., $12. 80 
each; 20-qt., $16.60 each. 
“Auto Vacuum,” No. 1, $2.33 each; 
No. 2, $2.67 each; No. 3, $3.33 each; 
No. 4, $4.00 each. 
—_— freezers, 2-qt., $1.50 





LAWN GOODS. 

“Whirling Fairy’’ sprinkler, No. 17, 
$1.10 each. Ring lawn sprinkler, 8 in., 
$6.80 per doz. ‘‘Peoria’’ hose nozzles, 
$4.35 per doz. “Rain King’’ hose 
nozzles, $1.00 each. Brass hose 
clamps, % in., % in., or % in., $4.50 
per gross. Steel hose clamps, % in. 
or % in., $3.24 per gross; 1 in., $6.48 
per gross. Clinching hose menders, 
% in., % in., or % in., 85c. per doz. 
Hose couplings, ™% in., % in., or % 
in., $1.47 per doz. Clinching hose 
couplings, 5% in. or % in., $2.00 per 
doz. Rubber hose washers, 50c. per 
pound. 


LAWN MOWERS. 

8-inch wheel, 3 blade, plain bear- 
ing, 12-inch reel, $4.50; 14-inch reel, 
$5.00; 16-inch reel, $5.25. 8-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $5.50; 14-inch reel, $5.85; 16-inch 
reel, $6.20. 9-inch wheel, 4 blade, ball 
bearing, open wheel, 12-inch reel, 
$5.85; 14-inch reel, $6.20; 16-inch reel, 
$6.50; 18-inch reel, $7.25. 10-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $6.15; 14-inch reel, $6.50; 16- 
inch reel, $6.85; 18-inch reel, $7.75. 
10-inch wheel, 5 blade, ball bearing, 
15-inch reel, $12.00; 17-inch reel, 
$12.75; 19-inch reel, $13.25; 21-inch 
reel, $14.00. 11-inch wheel, 5 blade, 
roller bearing, 15-inch reel, $19.00; 
17-inch reel, $20.00; 19-inch reel, 
$21.00; 21-inch reel, $22.00. 


LAWN ROLLERS. 

Plain bearing, 14 in. diam., 24 in. 
length, $8.55 each; 18 in. diam., 24 in. 
length, $10.15 each. Roller bearing, 
24 in. diam., 24 in. length, $14.60 
each; 24 in. diam., 32 in. length, 
$16.50 each. 


LAWN TOOLS. 

Wood lawn rakes, 18 teeth, $5.76 
doz.; 22 teeth, $7.20 doz.; 24 teeth, 
$9.55 and $9.75 doz. Bamboo lawn 
rakes, 18 in., $6 doz.; 24 in., $10 doz.; 
30 in., $14 doz. Steel broom rakes, 
681%c.. each. “Lawn Comb” lawn 
rakes, 18 in., 6624c. each; 24 in., $1 
each. Wire lawn rakes, 20 teeth, 60c. 
each; 24 teeth, 82%4c. each. 

Grass Hooks.—Competitive, $3, $4, 
$5 and $5.25 per doz. English grass 
hooks, $7.20 and $7.80 per doz. ‘Little 
Giant,” $5.40 per doz. 


LINSEED OIL. 

Linseed oil, raw, per pound: Single 
barrels, 15c.; 5 barrels or more, 
14.6c.; carload lots, 14.2c.; tank cars, 
13.4c. Prices apply to the Metro- 
politan area and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 
ulated zone. Boiled linseed oil is 
quoted at 4c. per pound additional. 


NAILS. 
Wire nails, Standard New York 
Stock extras apply to the following 





base prices in the localities indicated: 
Base price for New York City, 
Brooklyn, Queens, Westchester, and 
New Jersey is $3.35 per keg; in Nas- 
sau and Suffolk counties, $3.50 per 
keg. Cut nails, less than 10 kegs, 
$3.90; over 10 kegs, $3.65 per keg. 


PREPARED ROOFING AND 


SHEATHING PAPER. 

Plain surface, 1 ply, $1.15; 2 ply, 
$1.52; 3 ply, $1.76. Slate surface, red, 
green or black, $2.00. Slate surface, 
red, blue-black or green, $1.85. Tale 
surface, Competitive, 1 ply, 92c.; 
ply, $1.14; 3 ply, $1.34. Talc surface, 
medium grade, 1 ply, $1.00; 2. ply, 
$1.34; 3 ply, $1.62. Slater’s felt, $1.00. 
Sheathing paper, light, 42c.; heavy, 
63c. Asphalt sheathing paper, $1.00. 


ROLLER SKATES. 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with’ self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per ‘pair. 

Roller skates accessories: Keys, 
21%4c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolts. 65¢c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or. girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 84c. per pair. 

Chicago line, No. 181, $2.65; No. 
183. $2.75: No. 185, $2.75: No. 101, 
$1.45; and Nos. 103 and 105, $1.55 per 
pair. 


RUBBISH BURNERS. 

*“‘Nesco” sheet steel, No. 3, $2.50 
each; No. 4, $3.75 each. “Just-Right.” 
No. 1, 6634c. each; No. 2, $1.00 each: 
No. 3, $1.50 each. ‘‘Cyclone” catch 
all baskets, No. 5, $2.00 each. 


SASH CORD. 

Sash cord, Sampson Spot, No. 7, 
61c.: No. 8, 60c.: Aetna. No.. 7, 30c. 
ner Ib.; No. 8, 29¢. ner Ib.;: Phoenix, 
No. 7, 43c. per 1b.; No. 8, 42c. per Ib. 
Sachem, No. 8, 33c. per lb.; No. 9, 
33c. per Ib. 


SCREWS. 

Wood screws, flat head, bright 
iron, 45 and 19: round head, blue, 40 
and 10: round head, iron, nickel 
plated. 25 and 10: flat head, galvan- 
ized, 171%4 and 10: flat head, brass, 
371% and 10: round head, brass, 3214 
and 10. These discounts apply to 
new standard screw lists. Full nack- 
age lots take an extra 5 per cent. 

Machine screws, flat and round 
head, brass, 60 per cent Mscount. 

Iron, 60-71%4 per cent discount. 


SCRUB BRUSHES. 

Daisy, 3c. Twinkle, 7%4c. Mate, 
7%c. Cypress, 11%c. Walrus, 8%4c 
Terrapin, 10 1/6c. Tiger, 12c. Do- 
mestic, 12%c. Good Luck, 15%\c. 
Cornell, 15¢c. Palmetto, 17c. Har- 
vard, 20c. Yale, 2ic. Goose, 22c. 
each. 


TIRES AND TUBES. 
Mansfield tires, 4 ply, balloon tvpe, 
29 x 4.40. $7.40; os _ $1.50; 30 x 
4. " Ry tubes, $1.6 5, 
$9.55; tubes, $1.70; 29 x 5.90, $9.90: 





tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 

5.25, $11. 10; tubes, $1.85; 30 x 5.25, 
$11. 90; tubes, $2. 05; 31 x 5.25, $12.25; 
tubes, $2.05; 29 x 5.50, $12.65; tubes, 
$2.25. 

Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16. 05: tubes, $2.35; 
30 x 6.00, $16. 15; tubes, $2. 25; + a 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.96; tubes, $2.40; 33 x 6.00, $17.50; 
tubes, $2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 





WIRE CLOTH. 


First quality, black, 12 mesh, $1.65; 
first quality, galvanized, 14 mesh, 
$2.10; competitive quality, galvanized, 
14 mesh, $2.05; first quality, bronze, 
14 mesh, $5.60; competitive quality, 
bronze, 14 mesh, $5. “eg first quality, 
copper, 14 mesh, $5.1 

Prices are quoted i 100: o4g.. Tt., 
f.o.b. dealer’s” store. 


WINDOW SCREENS AND SCREEN 
DOORS. 


Diamond E, galvanized, 14 mesh 
wire, No. 01, $3.20; No. 1, $6.40; No. 
3, $8.40; No. 4, $9.60; : 
No. ? $12. 40; No. 8, $12. 40, All prices 
are net per "doz. 

Diamond E, bronze, 16 mesh wire, 
No. 11, $10.40; No. 18, $12.40; No. 14, 
$13.60; No. 16, $14.40; No. 17, $16.40; 
No. 18, $16.40. 

Continental galvanized, 12 mesh 
window screens, window _ screen 
frames, list prices: No. 1533G, $7.90 
doz.; No. 1824G, $8.20 doz.; No. 1833G, 
$8.70 doz.; No. 2433G, $10.20 doz. ; 
No. 2437G, $10.70 doz.; No. 2837G, 
$12.70 doz.; No. 3037G, $14.00 doz.; 
No. 3045G, $15.75 doz.; No. M3636, 
$9.35 doz.; No. M3684, $17. 00 doz. 

Continental screen doors, list prices: 
No. 241, 2.6x6-6, $2.85; 2,8x8-8, $3.00; 
2,8x6- 10, $3.00; 2,8x7, $3. 05; 2,10x6- 10, 
$3.15; 3x6-8, 2,10x7, $3.20; 3x7, $3.30 
each. No. 381, 2,6x6- 6, $3.02; 2) 8x8- 8, 
$3.15; 2,8x6- 10, $3.20; 2,8x7, $3.23; 
2.10x6-10, $3.30; 3x6-8, 2,10x7, $3.35; 
3x7, $3. 47 each. No. 288, 2,6x6-6, 
$3.52; 2,8x8-8, $3.68; 2,8x6-10, $3.75; 
ent, $3.78; 2,10x6- 10, $3.90; 3x6-8, 

0x7, $3.95; 3x7, $4. 05 each. No. 
oR8G18, 2,6x6-6, $3.57; 2,8x8-8, $3.78; 
2,8x6-10, $3.83; 2,8x7, "$3. 88; 2,10x6-10, 
$3.93; 3x6-8, 2,16x7, $4.05; 3x7, $4.15 
each. No. 313, 2,6x6-6, $3.83; 2,8x8-8 
$4.01; 2,8x6-10, $4.10; 2,8x7, $4.15; 
2,10x6-10, $4.25; 3x6-8, 2,10x7, $4.30; 
3x7, $4.40 each. No. 314, 2,6x6-6, 
$4.07; 2,8x8-8, $4.15; 2,8x6-10, $4.20; 
2,8x7, $4.28; ’2,10x6- 10, $4.40; 3x6-8, 
2,10x7, $4.45; 3x7, $4.57 each. No. 


$3.73; 3x6-8, 2,10x7, $3.78; 3x7, $3.90 
each. No. 545 G14, 2,6x6-6, $6.30; 
2,8x8-8, $6.45; 2,8x6-10, $6.55; 2,8x7, 
$6.67; 2,10x6-10, $6.67; 3x6-8, 2,10x7, 
$6.88; 3x7, No.555G14, 
2,6x6-6, $7.50; 2,8x8- 8, $7.70; 2,8x6-10, 
$7.82; *2, 8x7, $7.93; 2,10x6- 10, $8.10; 
8x6-8, 2:10x7, $8.20; 3x7, $4. 40 each. 
For screen doors in other than reg- 
ular crates add 50c. per crate. 

Combination screens and_ storm 
doors complete, list prices: No. 8/0, 
$9.35, $9.75, $9.90, $10.00, $10.15, $10.20, 
$10.40 each. No. 8/G, $10.00, $11.45, 
$11.90, $12.00, $12.40, $12.50, $12.70 
each. 

Above prices on Continental win- 
dow screens, screen and combination 
doors are subject to a dealer’s dis- 
count of 50 per cent. 





Freight Loadings Show Increase For Week and Decline for Year 


Loadings of revenue freight for the 
week ended March 15 totaled 881,187 
cars, the car service division of the Amer- 
ican Railway Association announced re- 
cently. 

This was an increase of 7639 cars over 
the preceding week, but a reduction of 





77,414 cars below the same week in 1929. 
It also was a reduction of 61,385 cars 
under the same week in 1928. 

Loadings for the week compared with 
the same week last year follow: Miscel- 
laneous freight, 356,776 cars, a decrease 
of 25,611 cars; merchandise less than car- 


Reading matter continued on page 
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load lot freight, 252,265 cars, a reduction 
of 8694 cars; coal, 130,200 cars, a de- 
crease of 27,481 cars; forest products, 
60,215 cars, a decrease of 6390 cars; ore, 
8924 cars, a decrease of 3001 cars; coke, 
9689 cars, a decrease of 3589 cars. This 
is the first increase in several weeks. 
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Make the most of roller skat- 

ing season. Winchester Roller 

Skates are far ahead in qual- 

ity. They'll put you far ahead 
in sales. 


Lae dad 3 
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WINCHESTER ROLLER SKATES 


—are sweeping the country this year. Orders have already broken 
all records. Supremacy in sales is bound to follow supremacy in 
quality. See Winchester Roller Skate advertising—full pages in the 
April issues of American Boy, Boys’ Life and The Open Road for 
Boys. Also featured in Collier’s and The Saturday Evening Post. 





Smeaton LCCEECCLIAABARLL) 




















Winchester Repeating Arms Co. 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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Winning 
Consumer 
Preference ‘ 


OODRO 


|. RUSTLESS 
/ > STEEL TUB 


Rustless Steel Tub—an exclusive Woodrow 
Feature—has rapidly gained the preference 
of the Washing Machine buyer. It is non-cor- 
rosive — stainless — rustless — no surface de- 
terioration, peeling or chipping. It is made of 
rustless _ steel oy FS 
throughout — 
the hardest 
usage leaves 
it bright, clean 
and in perfect 
condition. 
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Woodrow Model 30 
Also furnished with gasoline engine 
power 





Other Woodrow Features include balloon wringer rolls; 
galvanneal tub jacket for protection, strength, beauty and 
heat retaining qualities; superior washing action, posi- 
tively washes from 7 to 9 pounds of dry clothes in 3 to 10 
minutes. 


Complete details and exceptional dealers opportunity will 
be gladly sent on request. 


Woodrow Washing Machine Company 


801 Franklin Street, Pella, lowa. 
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Buhl Son's Co., Traveling 
: Hardware Display 


| N this day we do not marvel at traveling libraries, 
| schools, food stores or even at traveling churches. 
But the idea of a traveling hardware display room 
is original and new—something to think of and talk 
about. With this thought in mind, Buhl Son’s Co., De- 
troit, Mich., wholesale hardware distributors, have sent 
such a display room out on the highways. This display 
room, built in a large bus, was first shown to hardware 
men at the convention of the Michjgan Retail Hardware 
Association, held in Grand Rapids, Mich. 

The display is in charge of M. H. Priehs assisted by 
John F. Kalter, who does the driving. This bus has the 
appearance inside of a small but thoroughly modern 





The Buhl traveling hardware display as it appears 


on the Road 
| hardware store. When displayed at Grand Rapids, a 
| stock of merchandise valued at $2,000 was carried. 
| As a visitor enters the car he sees fishing tackle, guns, 
| baseball and tennis equipment on the right side of the 
bus. At his left he sees summer toys, cutlery, gun 
accessories, mounted hunting equipment and golf clubs 
and accessories. Tennis rackets are displayed at the top 
| of the forward aisle. 
This traveling display room has an exterior finish in 

deep maroon with black running gears. The body of the 
display, which is mounted on a Reo three-ton Speed 


| Wagon chassis, is 16 ft. 4 in. in length and measures 7 


ft.in width. It stands 6 ft. 2 in. in height. On the back 
door the Buhl monogram appears. 

Inside, the store is finished in golden oak with white 
ceiling. Three dome lights in the ceiling and a series of 
2-candlepower lights within the showcases below help 
give this display room a very well-lighted interior. There 
are two skylight ventilators which add to the lighting 
effects, and permit thorough ventilation. On either side 
of the show room there are eight orange panels, 15 by 
20 in., with samples such as are found in a progressive 
3eneath the glass-topped showcases, 


hardware store. 


| which extend out 19 in. in front of the paneled shelving, 


there are 18 drawers, on each side of the room. Mer- 
chandise is also displayed above the panels where the 
ceiling flares outward. Between the showcases there is 
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a 35-in. aisle, covered with rubber matting. Heat is pro- 
vided by a hot-air register attached to the exhaust man- 
ifold. 

This car is equipped so that four men may sit in the 
front seat. It is fully equipped with safety mirrors and 
has a large gasoline tank, enabling it to make long trips 


without frequent stops for servicing. The display is pro- | 


tected from fire loss by the inclusion of two fire ex- 
tinguishers in the equipment. 

Upper and lower Michigan are to be covered by the 
Buhl display car and then the northern half of Ohio will 
be visited. When the bus returns to Detroit headquarters 
of the organization, some time before June, a complete 
display of toys will be put in the show room. 





An interior view showing the fine display of sporting 
goods which are especially seasonable at present. 


In commenting upon this interesting venture in the 
hardware distribution field, A. H. Nichols, vice-president, 
Buhl Son’s Co., and president of the National Hardware 
Association, said: “The object is to visit the hardware 
dealers in the territories we cover, going straight to each 
store, showing the merchant the new lines and special 
items. It will save each dealer visited much time, since 
the samples are so arranged that he can inspect the whole 
display in the shortest order possible.” 

With employment of such display rooms much time 
and expense can be saved. The hardware retailer sees a 
complete picture of the line produced, and is able to 
visualize proper and efficient methods of utilizing display 
space for seasonable and staple products, carried by the 
hardware trade. With the actual display the dealer is 
given better opportunity to know a line than any picture 
or catalog will give him. 


The most perfect dynamo ever constructed is but the converter 
of one form of power or energy into another form of power or 
energy. Stop this energy at its source and your dynamo is a 
useless piece of mechanism. The source of this energy is still, 
and will continue to be, the human brain. Management still 
remains the great, elusive, indeterminate factor in all industrial 
operations. We are told that this nation produces 70 per cent 
of all the oil, 60 per cent of the wheat and cotton, 50 per cent 
of the copper and pig iron, and 40 per cent of the lead and coal 
of the world’s output; that our banking resources are two-thirds 
of the total resources of the earth; that our purchasing power 
is greater than that of five hundred millions of Europeans, We 
are further told that four hundred billions of national wealth 
will be one thousand billions before men now living die, and 
that they will see the national income of ninety billion doubled. 
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“ROTAX” 
NIGH 








HY are hundreds of hardware 


dealers now 
popular Cooler? 


because 


PRICED? 
STURDY! 


MODERN! 


displaying this 


low to outsell any 
Cooler of similar de- 
sign on the market. 


built like a Gibraltar! 
Heavy rust resisting 
steel with sides and 
back all ONE PIECE. 


harmonizes with taste- 
ful surroundings of 
modern offices. 


Equipped with attachment for fastening 
popular Vortex-Burt sanitary paper cup 
dispenser—the one that is loaned to cus- 
tomers FREE of charge. 


Get one in your window QUICKLY... 
coolers are already moving. 


ROTAX COMPANY 


corporated 
380- $86. fast Vdded ST. ++ NEW YORK .NW 
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‘The new Griffin PER- 
FECTION Screen Door 
Hardware Set No. 1740 
offers improved de- 
sign, superior quality 
and efficiency at an 
appealing price. Ask 
for our new folde: 
which illustrates and 
describes this latest 
GRIFFIN product. + ~ 


ERIE, PENNSYLVANIA 











Branch Offices— 


NEW YORK: 45 Warren St. BOSTON: 76 Batterymarch. 
CHICAGO: 555 W. Randolph St. SAN FRANCISCO: 703 Market S#. 












“Save-the-Surface”” Chairman Addresses 
Paint Distributors 


ITH the statement that “Save the Surface Cam- 

paign is a most effective weapon against the com- 
petition of other industries,” as a keynote, Carl F. Wat- 
ter, chairman of the Save the Surface Committee of the 
National Association of Paint Distributors, addressed 
the annual convention of this organization recently in 
New York.” 

Mr. Watter reviewed the outstanding achievements of 
the campaign during the past year and related the value 
of these accomplishments to the association. In refer- 
ring to the campaign’s direct and powerful contact with 
the consuming public, he said: 

“The consumer has only so much money to spend. It 
is not nearly enough to take him around to all the indus- 
tries whose products he can use. Some he buys and 
others he rejects or postpones. Save the Surface is a 
direct shot to his mind; every hit it scores enlarges our 
industry and creates more business. All the activities 
of the campaign have this thought in mind and are under- 
taken with the purpose of educating the consumer to the 
necessity of paint and varnish.” 

Mr. Watter then gave a more detailed account of the 
various activities of Save the Surface Campaign. The 
editorial service department has placed material in mag- 
azines which reached sixteen million people in a three- 
month period, and, through newspapers, reached twenty- 
five million. A radio talk prepared by the staff was used 
by forty-three stations, covering the nation. He men- 


| tioned the splendid circulation attained by “Save the 
| Surface Magazine” and by the two films “The Romance 


of Paint and Varnish” and “Home Is What You Make 
It.” The latter picture was made by the U. S. Depart- 


| ment of Agriculture in conjunction with the campaign. 





“The Guide Book of Painting and Varnishing,” a 
consumer booklet prepared by Save the Surface, was 
referred to by Mr. Watter as “One of the campaign’s 
most important accomplishments in the past year.” He 
said that so far more than fifty thousand copies have been 
sold. 

The Sales Training Courses for Master Painters, 
Dealers and salesmen of Manufacturers and Distributers, 
are being studied carefully, and to date more than four 
thousand have been sold, he said. 

Mr. Watter said that last year in excess of five thou- 
sand window displays had been sold and that the 1930 
display bids fair to pass that record owing to its unique 
effectiveness. It consists of nine separate pieces, litho- 
graphed in ten brilliant colors and is enough to dress an 
entire window. 

He reported that “Save the Surface News” has been 
changed from a quarterly to a monthly publication, thus 
furnishing more up-to-date contact with the industry. 


Mr. Watter concluded by saying : “Besides these activ- 
ities, the campaign is cooperating with the dealer and 
painter in all possible ways. This brief summary will 


show the tremendous scope of our cooperative movement, 
which reaches to the far corners of the United States, 
and, I believe, to the far corners of the world.” 
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THE WORLDS GREATEST HAMMER 
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The hammer holds the nail. 
You only do 
the driving TRY IT! 
Tee VO REDS \\PEATEST jis 4MER am 
peameen \\ KY Saleen 
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HIS new, demonstrator-display 
j & put life and pep in your 
Cheney hammer sales. No man that 
comes will pass it by without trying it 
and when your customers begin to 
swing Cheney Nailer—they’!l buy. 


Send your order today for the Cheney Nailer 
Sales Maker Carton— 


10—16-ounce Cheney Nailers No. 938 
2—2-ounce Cheney Nailers No. 937 
1—16-ounce Cheney Nailer No. 938 
chained to display for demonstra- 
tion. 

1—Cheney Nailer Demonstrator ready 
for use. 


All packed in one carton. 


Put this new, remarkable demonstrator to work 
in your store—now—and get the business. 





CHENEY NAILERS AND HAMMERS 
ARE NOT SOLD TO MAIL ORDER HOUSES 
OR CHAIN STORES 


























The Standard Hose Clamp 
for More Than 30 Years 


@ .) Customers like the Sherman 
~ wo Hose 
quickly applied with a screw 


Clamp because it is 


driver and once on, it stays 


put. 
The 


SHERMAN 
Wrought Brass Hose Clamp 


cannot rust because the material is absolutely rust- 
This material is pliable and the strong, 


Sherman Wrought 
Brass) Hose Clamp 
(Patented) 


proof. 
heavy shoulders can be drawn very tight. 


The stiff ears cannot pull together, and the clamp 


conforms and fits and clings to the hose everlast- 


ingly. 


SHERMAN 
. Wrought Brass 
Hose Coupling 


A wonderful seller. 


All you need know about this Coup- 
ling is that it has been adopted by the 





leading manufacturers of Factory 


Coupled Garden Hose. 


These manufacturers know that they must use the 
best to insure complete satisfaction. This Coupling 
cannot rust, crush or pull apart, absolutely leak- 


proof. 


When used with the Sherman Clamp it becomes a 
Keep 


part of the hose—not merely a connector. 


stocked. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 
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Who 
Rents 
Chairs 
In Your 


City? 





a 


FOLDS FLAT 


Here’s a New Market 
for Retailers 


Most business of local retailers must be waited 
for. Here’s an opportunity to get out after it. 
Perhaps you might care to consider renting fold- 
ing chairs in your community—a profitable side 
line, or you might sell others the chairs to rent, 
backing up someone else in business. - 

In addition there is a possible huge market to 
sell these chairs to other than individuals. Every 
Hotel is a prospect—for Conventions and emer- 
gency use. Likewise, Chambers of Commerce, 


Theatres, Churches, Schools, Chautauquas, Re- 
vivals, Clubs, Lodges, Dance Halls, Undertakers, 
Meeting Halls, etc. Put your clerks on a rival, or 
perhaps a bonus basis, and cover this market in 
your local field with this profitable line. 





The folding chairs should be strong and _ substantial. 
TUCKER’WAYS are as strong as an ox—won’t rattle— 
won’t warp—won’t turn white, if left in the rain—can’t 
rust. They are easy to open (with the foot)—-easy to close— 
easy to stack—EASE-y to sit in. A comfortable seat for 
fat folks, and a relief for heavy weights. As tough as a 
yegg—will stand hard treatment. 

Made in regular and juvenile sizes. In natural finish, also 
in vivid colors. Sold singly or in sections. A _ profitable 
seller, and special prices on quantities. 


Send for sample, and give it the works. It may be re- 
turned or kept as part of order. 


Send for Free Catalog! 


Secure our new 
catalog featuring the 
TUCKER’WAY, giving 
in detail, sizes, 
colors, etc. It also 
illustrates and de- 
scribes our entire 
line of PEERLESS 
Folding Furniture 
for Home, Camp, 
Hotel and other 
uses. A_ valu- 
able book for 
merchants. 


a Send today. 


Warehouse stocks in New York 
City, Philadelphia, Atlanta, Chi- 
cago, Minneapolis, Kansas City, 
Dallas, Houston, New Orleans, 
Oklahoma City, Memphis, 
Denver, Seattle, San Francisco. ) 


TUCKER reg 
DUCK & Pi 
RUBBER CO. 
Ft. Smith, Ark. 



































Put Spring Atmosphere 
In Window Displays 


ITH the first month of spring here it is time 

to give thought to the use of window displays 

for the showing of items attracting the attention 
of the home owner, the amateur and professional gar- 
dener and the ardent sportsman. . This is the time of 
the year when most persons have gardening, house paint- 
ing or sports in their minds. And some of them are 
interested in all of these activities. - 

The approach of warm weather makes these people 
stop to look at the worthwhile window displays. 
Thoughts of outdoor activities are uppermost in their 
minds. Your windows can be capitalized on by making 
definite plans for their use in attracting these large 
groups. 

If you have not planned a campaign for the use of 
your windows for merchandise that has a special appeal 
at this season of the year, now is the time to make such 
a schedule. In this schedule consider the length of 
time that each display should be kept in the window, 
and trim your windows with the schedule in mind in- 
stead of employing any idea that comes to you on the 
spur of the moment. But the schedule should be flexible 
enough to take care of quick weather changes and pro- 
longed seasons of extreme heat or cold or unusual dry- 
ness or rainy weather. 

Use the dealer helps supplied by manufacturers and 
watch the displays used by other trades for ideas in 
planning backgrounds. Tie up your window display 
with your newspaper advertisements, direct mail pub- 
licity and natural advertising. Follow set plans and 
make your valuable window space pay you dividends in 
the form of increased sales. Occasionally a window 
tying up with a national event or a local affair of im- 
portance is a good idea. 

The opening of the baseball season is a time to tie 
your window up with baseball accessories and plan some 
golf windows too. Local associations and newspapers 
can give you the dates of important sporting events. 

This schedule should be planned with your man in 
charge of window display work, and with quite some 
thought as to national as well as local events. 


On Making Mistakes 


There come to all editors—certainly to all editors who 
have not grown calloused—moments of wonderment if 
what they write or what they gather from other writers 
is read and, if so, by how many, reflects the editor of 
The Nation’s Business. 

To the editor who is suffering from that form of de- 
pression there is no better antidote than to make one first 
rate, egregious blunder—a blunder which no one should 
have made and no one can explain. By the time he’s 


ceased hearing from those who have caught his error 
and are prepared to rebuke him in private and, if need 
be, to pillory him in public, he will realize that his 
publication ts read. 




















HARDWARE AGE for APRIL 3, 1930 
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oa Capable! 
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RIXSON 


Tubular Casement Holder 
T is easy to lose sight of the fact that simple 
I devices are easiest to sell. Perhaps the Rixson 
Tubular Casement Holder is not half as inter- 
esting or as spectacular as a washing machine, a 
radio, or a typewriter. But it sells like this: Here 
it is. Here’s what it does. Made by a manufac- 
turer you can stake your reputation on. Sold! 
That’s why over a half million Rixson Casement 
Holders are in use today, on both casements and 
transoms. It is now made in brass, bronze and 
steel in four sizes. On all, the friction is adjust- 
able to suit sash of practical and moderate size 
both steel and wood. 
Stock this number as an efficient, inexpensive, 
popular seller. a 
i Saaeegee “ 
sueers 
2 OW has Mg ] 





Write us for full details 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, IIl. 


New York Office: 101 Park Ave., N. Y. C. 
Los Angeles 


Philadelphia Atlanta New Orleans Winnipeg 
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Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 








Friction Hinges 





SORTING 
WRAPPING— 


Should Be Done On a 











Pat’d and Pats. 
Pending 


**HALLOWELL” 


STEEL TABLE 


If you do any Sorting, Inspecting, 
Wrapping, Packing, be sure to look at 
the picture and get an eye-full of that 
one piece top of steel that never becomes 
soggy, smelly, ufsanitary, never cracks, 
never splinters—but, on the contrary, gets 
smoother and more serviceable with age. 
And besides, the “HALLOWELL” is 
rugged, rigid and inexpensive. 


1368 standard sizes and combinations of 
“HALLOWELL” Steel Benches and Tables 


are carried in stock—therefore no waiting. 








Don’t Procrastinate—Write for 
Bulletin 386 Today 














STANDARD PRESSED STEEL CO. 


BRANCHES 





BRANCHES 


BOSTON JENKINTOWN, PENNA. xe york 
CHICAGO SAN FRANCISCO 
DETROIT ST.LOUIS 


BOX 535 
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Noda lint KY 
NO iH HEN you hand a cus- 
> tomer a Dietz Lantern 


you know and he knows 
its dependable quality and fair 
price. This assures an easy sale 


without sales talk and satisfac- | 


tion all around. 


Dietz Hot Blast “Hy-Lo” Lan- 
tern (illustrated) is a desirable 
choice when a quick action lan- 
tern of low price is demanded. 
A feature of “Hy-Lo” is the 
absence of a globe lift lever. 
The simple lift is accomplished 
by an upward thrust of a finger 
placed under the globe plate. | 
This feature is liked by many | 
lantern users and it pays to 
stock the ““Hy-Lo.” 








DIETZ 


LANTERNS 

















\\ \" \\ 





R.E.DIETZ COMPANY 
NEW YORK 
st Makers of Lanterns in the World... Founded 1840 





Large 
Output Distributed Through the Jobbing Trade Exclusively 


Blackhawk Treasure Chest 


A tool chest known as the Treasure Chest, No. 70 RD, is 
produced by the Blackhawk Mfg. Co., Milwaukee, Wis. This 
chest has 70 tools, which the manufacturer says is really five 
necessary sets in one. Included in this chest there are socket 
sizes from 3/16 in. to 754 in. double hexagon, essential square 
sockets, special attachments and standard handles including new, 
improved hinged and obstruction offsets. There are also four 
neat short box type wrenches. 





This assortment is designed for ignition, generator, relay, 
starter, radio, airomotive, smaller assembly, general automotive, 
truck and bus, tractor, farm machinery, shop maintenance and 
assembly line work. Many of these tools have the Blackhawk 
Lock-on feature. Treasure Chest key numbers are registered, 
and keys may be duplicated on mechanic’s request. 

The chest is finished in heavy gage steel case and has no sharp 


corners. The measurements are 23 in. in length, 11 in. in width 


| and 834 in. in depth. A front drop with raised sides all around 


acts as a tray for tools and small parts while on the job. Ball 
bearing rollers spot welded to the bottom, comfortable grips that 
will not pinch the hand, a removable tray and a sturdy lock com- 
plete this outfit. The lock is of chrome vanadium steel, chro- 
mium plated with a silver bright finish. 


Requirements of Business 


Money and credit are not mechanisms of finance but 
are bound up with life and with basic moral problems 
of every man and woman. Thus high business standards 
require men who are technicians in the sense of making 
the connecting link between the Golden Rule, on the one 
hand, and the most complicated business transaction on 
the other—Owen D. Young. 


Keep Abreast of the Times 
If you think you have time to waste while competing 
in this fast moving day with men who are constantly 
studying and preparing themselves, wake up! 


If you have a kindly sense of humor in your heart, 
you can be sure that you have a secure place in the 
hearts of your fellowmen. 
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Stanley-Unishear Mighty Midget 


The Stanley Electric Tool Co., New 
Britain, Conn., is now manufacturing the 
Unishear sheet metal cutting tools. Mighty 
Midget is one of the most popular items 
of this line. 





The Mighty Midget weighs 6% lb. and 
has a minimum radius of 1 in. The capacity 
of this cutter is 18 U. S. Gauge (.050 in.) | 
sheet iron and other materials in propor- | 
tion. It can be used to make straight, 
curved and notched cuts and will cut up 
to a spread of fifteen ft. per minute. This 
tool has been used to advantage on sheet 
steel, aluminum, copper, linoleum, fibre, 
leather, cardboard, fabrics, wire mesh and 
other sheet materials. 


| machine that will duplicate cylinder keys, 





With its specially shaped handle it can 
be used in any position and it is said to be 
absolutely safe to work with. 


Ideal Speed Lathe 


The Ideal speed lathe is offered to the 
trade by the Schauer Machine Co., Cin- 
cinnati, Ohio. It is built for use in the 
finishing and polishing of small parts, and 
is available for bench mounting or with a 
pedestal for use on the floor. 

This lathe is of simple design and has 
a two-speed, inclosed, dust-proof motor, | 
equipped with automatic brake, ball bear- 
ings, an extension in motor spindle to take | 





extra long rod stock and a 4-in. chuck. 
Brake is operated against a large diameter 
extended surface on the motor spindle. 
The brake shoe is lined with a high grade 
brake material and has a smooth and posi- 
tive action. 

The motor is % hp., or two speed de- 
sign, to provide 2700 r.p.m. and 1350 r.p.m. 
on direct. The rates are 3400 and 1700 
r.p.m. on alternating current. A hollow 
spindle within the motor permits insertion 





| proached from any angle. 


| of the handle, and the gauge is removed 


of l-in. rod or tube stock 9 in. long from 
the face of the chuck, thus making it pos- 
sible to finish or polish 12 to 16-in. rods 
without the necessity of an end support. 


Ilco Minute Key Machine 


The new Ilco Minute Key Machine is 
being offered by the Independent Lock Co., 
Fitchburg, Mass. This machine, the manu- 
facturer says, is the first key-cutting ma- 


flat steel keys, both side and end cuts and 
ward cuts and keys of the Bell Locker 
type. Neither sample key nor the blank 
need be removed from the clamps in the 








process. 


r ————— 














Hardened steel grip jaws on bit key 
vise prevent keys from turning when they | 
are being cut. The speed of cutters is ac- 
curately adjusted by a special 3-speed pul- 
ley and a 3-speed motor is also included 


with the machine. The cutter may be ap- 





Telescope Gauge 


Brown & Sharpe Mfg. Co., Providence, 
R. I, has announced the No. 590 Tele- | 
scoping Gauge. This new tool is for use 
with a micrometer to determine internal | 
measurements. 

The telescoping head of the gauge is 
compressed and inserted into the hole or 
slot which is to be measured. The plunger 
of the head will expand to the exact size 
of the hole. The head is then locked by 
a turn of the knurled screw in the end 


and measured with a micrometer. 

The ends of the heads are hardened and 
the faces are ground on a radius of the 
smallest hole the gauge will enter, thus 
adapting them especially for measuring 
curved surfaces. 





The heads are interchangeable with one 
handle, and easily and quickly 
adjusted. 


can be 








Bakatax display cartons and 


individual boxes are mod- 





ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 
white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber’s 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 











WHAT’S YOUR 


SYSTEM? 


There are three ways 

of conducting a busi- 

ness .. . by RULES 
. . by HUNCHES 

... and by FACTS. 

Rules change .. . 
hunches go sour... 

but FACTS, bitter 

and alike, 
march on in a never 
ending, impregnable 
Best 
march them. 
You move faster and 
with more certainty. 
For over three-quar- 
ters of a _ century 
HARDWARE AGE 
has presented, week 
by week, the Facts of 
the Hardware Trade. 


sweet 


procession. 
with 
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Hana him a 
Maydole. let him heft 


faces of these tools. 





it, swing it, try its 
remarkable hang... 
the hammer will sell 
itself, the customer 
will buy without 
urging. 





You’ll sell more hammers if you 

display and recommend Maydoles. 

Your jobber can supply you with 

standard assortments or the styles 

and weights you need. | 

Write for a free supply of Pocket 
Handbooks 23 “C”’. 


dinning enigens | 
Maydole 
Hammers 


The David Maydole Hammer Co..Norwich NY 











3830 


| the 


| splash proof. 


Trimo Display Board 


Trimont Mig. Co., Inc., 55 Amory St., 
Roxbury, Mass., is distributing a 
dealer’s display board showing the line of 
Bumping tools manufactured as the Trimo 
Ferguson Pattern tools. 

A golden oak board in natural varnished 
finish makes an attractive background for 


the bright red handles and polished steel | 





Oauiilienss 


retina te 


new | 

















runs off freely when the faucet is allowed 
to run into the pan. 

When handling the pan any part of the 
rim may be grasped. The pan may be 
hung on a hook at any point along the 
inside rim. It is*made of a fine grade com- 
mercial alloy aluminum. 





Star-Rite Electric Fan 


The Fitzgerald Mfg. Co., Torrington, 
Conn., is producing the Star-Rite 8-in. in- 
duction type electric fan. It is a full- 
size fan with induction type a.c. motor. 

This fan stands 12 in. high, weighs 9 Ib. 
when packed, finished in black and brass. 











This display board 
ft. wide and stands 3 ft. 
It is supplied to dealers ordering the com- | 
plete line of fender tools made by the or- 

ganization. Several types of spoons and 

dolly blocks are included, as well as an 

assortment of special hammers, a file holder 

and a bumping mallet. 

The Trimo-Ferguson tools made 
from drop forged chrome-vanadium steel 


2 


is 


are 


| and are scientifically designed for body and 


fender work. These tools are designed 
to duplicate, in hand tool form, the same 
contour and radius of the die faces used 
when the metal body parts were originally 
stamped out. With the use of these tools 
it is not necessary to dissemble lock boards, 
trim boards and parts of the car body in 
order to make repairs and adjustments. 
The master set of 14 tools, shown on this 
board, offers every face radius and contour 
used in automobile engineering today, ac- 


| cording to the maker. 


Morandi-Proctor Sanipan 


A new type dishpan is being offered to 
trade by Morandi-Proctor Co., 88 
Washington Street, Boston, Mass. The 
pan is claimed by the manufacturer to be 


To prevent splashing the upper rim of 
the pan is turned inward, which tends to 


deflect and turn back the water so it goes | 


back into the pan. By the use of vent 
holes in the sides of the pan 
level is kept constant and below the rim. 
Rinsing dishes in this pan is greatly helped 
by the vents as the grease and soapy water 


in height. | 


the water | 








Skilsaw Nail Cutting Blade 


Skilsaw, Inc., 3310 Elston Ave., Chicago, 
[ll., offers the trade a nail cutting circular 
saw blade. The manufacturer states that 
the blade will cut through 100 nails with- 
out resharpening. 

In manufacturing this blade the metal is 
“quenched” in the usual manner and the 
regular novelty tooth arrangement is used. 
In high speed cutting, such as is performed 
by an electric hand saw, it will rip through 
both nails and wood, maintaining an in- 
comparable cutting quality as long as other 
blades hold their edges in clean wood, 
says the maker. The “draw” develops the 
cutting quality in the new blade. 

A blade of this type can be used in 
repairing old floors, cutting and salvaging 
old lumber, building forms and in wreck- 
ing work. It will cut through metal bind- 
ing strips and binding wire. 
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Atkins Hack Saw Display 


A new display cabinet has been per- 
fected for hack saw blades, made by E. C. 
Atkins & Co., Indianapolis, Ind. It fea- 
tures their silver steel hack saw blades and 
tungsten alloy, non-breakable hack saw 
blades. 





This cabinet is designed to hold an as- 
sortment of seventeen gross of the most 
popular sellers of this line. The front com- 
partments are composed of slots for a 


| 





| rip and combination types. 


dozen of each of the various blades for | 


ready sales. Each slot is marked according 


to the blade’s stock-number, and gives the | aheeeee 
In the rear of | cuts 3 in. deep, No. CC12 cuts 4 in. deep | 


length and teeth per inch. 
the cabinet the balance of the stock is kept 
in an accessible manner. 

Reading towards the clerk in clear type 
is printed the specifications of all the blades 
contained in the cabinet, as well as selling 
information giving the type of blade best 
suited for the different cutting uses. The 
cabinet is lithographed in blue, orange and 
white. It is light weight, very strong and 
will not mar the center or display shelving. 


Columbian Vise Display 


The Columbian Vise & Mfg. Co., 9021 
Bessemer Ave., Cleveland, Ohio, has re- 


cently perfected an attractive display stand. | 


It is designed for use in the display win- 
dow and on the counter. 

This stand is printed in red and black 
and will hold the three garage and house- 
hold vises made by the concern. It is 
made to hold one No. 43 vise, one No. 43% 
vise and one No. 44 vise. The No. 43 vise 
has jaws with a width of 3 in., and it 
weighs about 14 Ib. No. 43% has jaws 
measuring 3% in. and weighs about 17 Ib. 
The weight of the No. 44 vise is about 28 
lb., and it has jaws measuring 4 in. When 
the jaws are open the spaces are 3%, 4 
and 4% in., respectively. No. 43 and 431% 
are packed in individual cartons. 


Features of this line of vises are the 
swivel base, removable pipe jaws, cold 
rolled steel screw and handle, wrought 


steel sliding beams, ball ends forged from 
handle stock, j 

faces and anvil 
in black and red. 


back. They are 














| and it 


replaceable tool steel jaw | 
finished | 


+ 


Stanley-Crowe Safety Saw 
Stanley Electric Tool Co., New Britain, 
Conn., is offering a line of safety saws 
known as the Stanley-Crowe Safety Saws. 
These saws are portable and are designed 
for use on the job. They are equipped 





with ball bearings throughout and all parts 
are interchangeable. Standard arbors are 
used and blades are available in cross-cut, 
Depth gage 
permits cutting any desired depth. There 
are special blades available for cutting 
soapstone, bakelite, copper and wallboard. 

The Stanley-Crowe Safety Saw is avail- 
able in four sizes. No. CC7 cuts 2 in. 
deep, No. CC9 has a bevel attachment and 


and No. CC16 cuts 6 in. deep. 


Red Streak Portable Drill 


Wappat, Inc., Meade 
Pa., is manufacturing 
portable electric drills in’ the 
14 in. light duty, 14 in. heavy duty, 


7922 St. 
burgh, 
following 
sizes : 
¥% in., % in. and 34 in. 

feature is the extreme 
This type drill is so 


The outstanding 
simplicity in design. 








Pitts- | 
Red Streak | 


designed that it fits into the palm of the | 


comfortable grip and a 


giving a 


hand, 





restful position. 
light 


has a 


ing, of weight, extreme durability 
grease or oil from getting through to the 
motor. The sealed type bearing affords 
perfect lubrication. 

A universal motor is used and is avail- 
able for any standard voltage. Drills are 
ball bearing equipped except the 1% in. 


| light duty drill which has but two ball 
bearings. Motor may be controlled without | 


releasing the firm grip of the fingers on 
the handle. 
are fitted to accurately ground spindles. 
The chuck key is conveniently located on 
the side of the drill and can be instantly 


It has an aluminum hous- | 


sealed bearing, preventing | 


High grade three-jaw chucks | 


released from the spring clip which holds 


it in place. 





Machinists 





MACHINISTS TOOLS 
MEASURING TAPES 


THE [UFKIN foULE C0. 


New York 





OFA/IN 


Tools 


Discriminating 
tool users instantly 
recognize and wel- 
come the improved 
and exclusive feat- 
ures found only in 
this line of tools. 


No dealer need 
hesitate to stock 
and offer them to 
his trade. 


The demand is 
‘steadily growing — 
and the entire line 
is fully guaranteed. 





RULES 


Send for New 
Tool Catalog No. 6 


SAGINAW, MICHIGAN 


Windsor, Can. 
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FREE 


to 
Dealers 


with 


This 
Display 
Stand 


Is a 

Winner. an Order 
for 

It Sure O ne 

Makes Dozen 


Sales Files 






Pike UTILITY Fite 


GARDEN 


RED HEAD 
PIKE Utility File 
We've been telling you about the wide sales pos- 


sibilities of this new stone file. It sells like sixty 
for all the uses printed on the display stand. 


The Dealers who sell the most files are the ones 
who display them in their windows as well as on 
their counters. Order accordingly. 

Home owners, farmers, gardeners, and mechanics 
all need this file. Made from the same fast- 
cutting, long-wearing ABRASIVE that made 
PIKE India Oilstones famous. Sharpens dull 
edge tools and implements in a jiffy. Cuts hard- 
est metals. Size 1314” long. 


Packed one dozen in carton. Retails at $1.00. 


Most Jobbers have stocked them. If your Job- 
ber hasn’t, write us and mention 
his name. 


Pik cE MANUFACTURING CO. 
Pike, New Hampshire, U. S. A. 


Manufacturers of Sharpening Stones and Specialties 
for Over 100 Years 


TAT ADIT IT AT AD AD Id Ad AT AD II I ID II A 














Check these 


trades or 
professions 





Meat Markets 

Painters 

Roofers 

Garages 

Bakeries 

Restaurants and Lunch Rooms 

Linoleum Layers 

Printers 

Soda Fountains 

Schools with Manual Training 
and Domestic Science 
Departments 


THESE are knife users who 
require high quality cutlery of pro- 
fessional type and pay willingly for 
quality. 

Many of these good cutlery buyers 
are within the immediate trade zone of 
almost any good hardware retailer. 


For each of these important trades 
there are Dexter knives of proper 
type and proved salability. 

We have a way for selected hard- 
ware retailers to get this business. 
Your investment will be small. You will 
not need outside men. And such 
business is not controlled by outside 
specialty houses. 

Write us today. No obligation 
incurred, and between us we can 
speedily learn whether the Dexter plan 
will work for you. 


HARRINGTON CUTLERY CO. 
SOUTHBRIDGE, MASS., U.S. A. 


























MERCHANDISING 
= &£ A 


eee a 
NEW ITEMS 
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Exports of German Cutlery 
Increased During 1929 


According to figures recently made 
public by the German Statistical Office, 
total German exports of cutlery during 
the year 1929 amounted to approxi- 
mately 8,160 metric tons valued at 75,- 
391,000 Reichsmarks as against 7,316 
metric tons having a value of 70,148,000 
Reichsmarks during the previous year. 
This represents a satisfactory increase of 
844 metric tons with a value of 5,243,000 
Reichsmarks. The following figures are 
of interest as showing the development 
of German cutlery exports since the 
stabilization of the mark as compared 
with the last prewar year. 


Value in 1000 


Year Metric Tons Reichsmarks 
1913 5,951 38,325 
1924 5.251 48,286 
1925 7,208 68,381 
1926 6,578 62,246 
1927 7,009 67,361 
1928 7,316 70,148 
1929 8,160 75,391 


(The Reichsmark was valued at approxi- 
mately $0.24 in 1929, U. S. currency). 

The above figures indicate that cutlery 
exports have been satisfactory during 
the post-inflation period even in compari- 
son with the prewar years. The amounts 
shipped abroad have shown a decided in- 
crease each year with the exception of 
1926 which was an unusually bad year 
for the German industry. It is under- 
stood that during the past few years ex- 
port prices have fluctuated greatly, those 
for 1929 having been much lower than 
for the previous year. 


Hangchow Is Leading Chinese 
Cutlery Manufacturing Center 


Over thirty leading cutlery makers are 
now operating in Hangchow, the capital 
of Chekiang province. Among them, the 
most popular is the famous Chang Siao 
Chuan. Scissors are the principal manu- 
facture of these establishments; while 
other kinds of cutlery, such as kitchen 
knives, razors and saw blades, are of 
lesser importance. The scissors made by 
Chang Siao Chuan that gained such a 


nationwide fame with over one-third of 
the scissors makers in Hangchow bears 
this name or names with similar pro- 
unciation. 

The cutlery makers in Hangchow still 
keep up the time-honored practice of hav- 
ing their own workshops known as tsien 
lu built in the back part of the shops. 
They are not equipped with apparatus for 
forging blanks, but they get the supply 
from the various local blacksmith shops. 
The manufacturing process, though far 
from being complex, involves a great 
deal of time and labor. The blanks are 
first planed on a lathe and carefully 
polished until they are smooth. With 
iron pincers they are twisted into the 
shape of scissors. After the edges are 
sharpened on a grindstone, the two parts 
are riveted together, and the product is 
ready for the market. Sometimes, the 
scissors are carved, plated with nickel or 
fastened with rattan shavings in order to 
increase the appearance of the product. 

No less than 200 different kinds of 
scissors are sold on the market of Hang- 
chow. Generally speaking, they can be 
put into two categories: the Chinese 
styled scissors priced at from $0.09 to 
$0.50 for the cheaper styles and up to 
$1.35 for the quality scissors, and the 
foreign styled 
$0.24 to $0.62. 

Hangchow scissors are principally for 
local use, only a small amount being sent 
to other cities of Chekiang with a lesser 
amount for other provinces. The total 
annual business accredited to these cut- 
lery makers in Hangchow amounts to 
$200,000 of which, Chang Siao Chuan 
Chin Kee gets the largest share, making 
from $30,000 to $40,000 a year. The 
volume of business done by the other 
Chang Siao Chuan shops varies from 
$10,000 to $20,000 a year in each case. 

Aside from the making of scissors, the 
cutlery shops in Hangchow enter into the 
manufacture of various kinds of knives, 
mostly kitchen knives. The knives are 
made at the blacksmith shops and sold 
at the scissors stores. The method of 
manufacture is crude and simple, manual 
labor being employed entirely. A piece 
of wrought iron weighing about two or 
three. catties is first hammered into the 
crude shape of a knife after being heated 


scissors priced at from 


over a furnace until it is red hot. Then 
the cutting edge of the knife is inlaid 
with a piece of steel of about one liang 
in weight. After this treatment, the 
knife is passed through a finishing pro- 
cess, which consists of filing, polishing, 
whetting and handle fixing, before it is 
ready for sale. The finished product, 
which is branded with the name and 
address of its maker, is usually sold at 
from $0.40 to $1 a piece in Hangchow. 

The employees of these iron works 
work from sunrise to sunset. The work 
unit is known as lu and each lu is com- 
posed of 8 pieces of knife blades. <A 
skilled workman is able to finish 3 lu in a 
days time or one lu in every four hours. 
The journeyman receives $0.20 a day, the 
lodging and boarding expenses being 
borne by the owner of the shop. Wrought 
iron is sold at $6 per tan; but steel bars 
are sold at $18 per tan. 


Remington Sheath Knife 


The Cutlery Division of the Remington 
Arms Co., New York City, has announced 
a new sheath knife to sell at one dollar. 
This knife is made to market to young 
outdoor folk who have only limited spend- 
ing money, particularly 
Girf Scout trade. It is also thoroughly 
practical for the hunter or trapper who 


for the Boy and 





needs a keen, sturdy knife, small in size 
and light in weight. 

The RH-4 sheath knife has a blade 4% 
in. long, forged and properly hardened and 
tempered with full mirror finish. It has 
a handle of shin bone stag and will fit the 
hand comfortably. The knife is supplied 
with an oak tan cowhide sheath with a snap 
fastener loop which holds the knife se- 
curely. 

These knives are packed in individual 
boxes—six to a carton. 





we . 








A partial view of the 
J. B. Hunter Com- 
pany’s cutlery depart- 
ment in Boston. It is 
described as an im- 
pressive store unit 
occupying practically 
the center of the street 
floor—and a big 


money earner. 


Cutlery Holds the Spotlight 


in this Successful Store 


UTTING over a hardware business in the heart of 

Boston’s shopping district, in an expensive rental 

neighborhood, on Summer St., a thoroughfare one 
usually associates with dry goods stores, has been and is 
the experience of the J. B. Hunter Co. 

The success of this company to no small degree is 
vested in its cutlery department, a store unit which oc- 
cupies practically the center of the street floor, well 
managed by C. A. Ives, well balanced, about as attrac- 
tive to the customer’s eve as they make them, and a big 
money earner. As a matter of fact, the Hunter cutlery 
department enjoys an enviable reputation outside as well 
as inside Boston. 

Mr. Ives attributes the success of his department very 
largely to its completeness and compactness. One rarely 
has opportunity to view in such a space of time such a 
variety of goods, within a given space. Glass show cases 
are utilized throughout, one being devoted largely to 
carving sets and tableware, another to pocket knives, 
scissors and shears, and the third and fourth to miscel- 
laneous cutlery. Two rounding show cases give the unit 
the form of a “U,” with the floor space occupied within 
approximately 21 x 16 ft. 

There is no littering up of show case tops with dis- 
play devices. Four small all glass display cases are vir- 
tually the only things allowed on the big cases, one each 
to the big case. The simplicity of the layout, coupled 


with the free lighting and excellent quality of goods all 
add to the richness of the picture presented a customer. 

Time was when the management indulged rather 
freely in a wide assortment of goods manufactured by 
many plants. About a year ago, however, it decided 
that simplification should rule in thé interest of profits 
as well as to the interest of presentation of goods to the 
customer. It then only remained to decide just what 
lines should be carried, and this classification to a 
marked degree was determined by customers’ wants. 

Results obtained in a year are entirely fitting with the 
wants of customers, and with the general setting of the 
store neighborhood. Next to the Hunter store is located 
one of Boston’s finest jewelry stores, which naturally 
maintains an alluring window trim schedule. The 
Hunter Co. windows always are trimmed to fit in with 
the attractiveness of those of the jewelry store, and the 
effect on the public mind is quite manifest. 

One could hardly expect that somebody would go into 
the Hunter store for a Woolworth article. Mr. Hunter 
and his two sons have seen to that. But it does not 
necessarily follow that this hardware company is in the 
“highbrow” class. It has, however, a dignity that in 
itself is radiated through the cutlery department. In 
other words, the company has proved beyond question 
that a hardware store can sell high-class merchandise at 
a profit. (Continued on page 86) 
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Thousands of Stores 
SOLD OUT ON FIRST DAY 


THE New Gillette Blade 
THE New Gillette Razor 


The New Gillette Blade and the New Gillette Razor 
created such a demand that most storekeepers reordered 
larger stocks before the end of their first selling day. 
Record sales were the orders of the day. The New Gil- 
lette Blade and the New Gillette Razor have created a 
smooth cool shave entirely free from “‘razor pull.’’ 





Their shaving qualities cannot be surpassed. 


Every man entering your store is a 
potential customer for New Gillette 
Blades and in a great many cases a New 
Gillette Razor, as well as related mer- 
chandise. A reminder of their need of 
New Gillette Blades will seven times out 
of ten give you a substantial sale with 
many additional profits to enter on your 
ledger each month. 


Are you getting your share of this New 
business? A Gillette Window Display 
will help you, your name on this coupon 
will bring this attention-gétting window 
display to your store. 





Greater Display 


Means Greater Business! : Gilles Safety Razor Co. 


Send for yours today. Boston, Mass. 


' Gentlemen: 
e Please send me your New No. N3 display to help 
Gillette ' me get some of this tremendous New business. 
Name 


Safety Razor Company 
BOSTON MASS. : Civ... State 


Print name and address clearly (HA) 


Street 
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Cutlery Buyers!! 












UNRESERVED SALE OF 


15,000 Dozen 
(180,000) 


FAMOUS ‘‘ELECTRIC’’ BRAND 
HIGHEST QUALITY 


Pocket Knives 


LATEST AND MOST POPULAR DESIGNS 













Pocket knives will be 
sold in case lots of 50 
doz. each and upwards. 
Any further information 
desired can be had upon 
request to auctioneer. 

















ALSO 
1000 SETS “‘ELECTRIC’’ 
STAINLESS TABLES 
By Order Electric Cutlery Co., Walden, N. Y. 
SALE 
11 a. m., TUESDAY, MAY 6th 


AT OUR SALESROOMS 


E. BISSELL & co. Wholesale Auctioneers 


133-135 GREENE ST., NEW YORK CITY 














Paper Hangers’ 
and Other Knives 


Standard for Nearly 
80 Years 


KNIVES 


cA 
(MADE SHARP AND STAY SHARP 





Paper Hangers’ Knives 
MADE IN 5 STYLES 


No. 2 Round Point 3%” blade 

No. 3 Round Point 3%” blade 

Every blade hand honed. a. 2 Square Polat 32° blade 
orese ,r ste he finest No. 3 Square Point 37 ade 
Present day steel the No. 1 Square Point 3” blade 


in our experience. No spots. 
Absolute uniformity. At least 
the making assure well made knives. 
catalog. 


Robert Murphy’s Sons Co., Ayer, Mass. 


16 different operations in 
Write for complete 


Est. 1850 














After Purchase What Then 


Does your line of shears 
give the satisfaction that 







The 
Cronk & Carrier 


sncnneas Falls makes permanent cus- 
s N. Y. tomers? 
Cronk’s Improved Grass Shears 


have the efficiency and other fine 
qualities that are claimed for it. 
Consumers know this line, and when 
you sell it, you create permanent, 
enthusiastic customers. No shears are 
‘Sust as good.’’ Write for catalog. 
Your jobber will quote. 


We also make Potter and Swineford 
Products 


—CRONK’S— 
GRASS SHEARS 


No. 19 














Cutlery Holds the Spotlight in this 


Successful Store 
(Continued from page 84) 


Mr. Ives, who not only is the head of the cutlery de- 
partment but the buyer as well, does not carry a carving 
set that retails for less than $5. Many sets carried in 
stock run up to $16.50 in price. Another of his rules on 
carving sets is that no imitation handles shall be carried 
in stock. The best sets have honest-to-goodness buffalo 
handles. Table knives carried are from two English 
manufacturers and one American. Silverware is of the 
Rogers 1847 make. The company has small silver chests 
for sale, but Mr. Ives admits it is not red hot for such 
things in a hardware store cutlery department. 

A well-balanced line of razors is carried, both old- 
fashioned and the various safety kinds. In these one easi- 
ly distinguishes American, German and English trade- 
marks. The line of kitchen cutlery carried is principally 
of J. Russell & Son manufacture, yet one can find almost 
anything desired in the other better class of makes. 
Pocket knive brands carried include Ulster, Rodgers, 
Boker, IXL and Henckel, while the company’s scissors 
and shears stock is largely composed of Compton, Boker 
and Henckel products. : 

In addition, this department has a well-balanced as- 
sortment of nail clippers, etc., toilet clippers, nail files 
and, in fact, practically everything that a discriminating 
or commonplace customer might call for. The invest- 
ment in goods displayed in show cases alone is large, to 
say nothing of the stock carried, but the turnover is 
bewilderingly frequent, and the department an all-the- 
year-around liquid asset. Many hardware stores have 
only one season on carving sets. This*store knows no 
seasons, 

The J. B. Hunter Co. makes it a point to carry a cer- 
tain percentage of its cutlery stock stamped with its own 
name. It does not go in for “specials” on a grand scale, 
but does manage to have a tray of something attractively 
priced on a counter, which permits the customer’s per- 
sonal handling. To illustrate: When the accompanying 
pictures were taken the company had a scissors special — 
under its own name. The scissors were put out at 90 
cents the pair, an article easily worth $1.25. 

More reliance is placed on presenting its standard 
lines to the customer than on “specials.” Summer St. 
window displays are maintained every fortnight. Such 
displays occupy a whole window, or practically the whole. 
The company never allows the public, however, to forget 
that inside its store is cutlery to be found. Small dis- 
plays of pocket knives, or carving sets or some other kind 
of cutlery is always to be found in one window each 
day. These small displays usually are made on revolving 
stands, with the make and price clear to the customer 
standing on the sidewalk. 

Advertising is resorted to but in a more or less limited 
way, and usually through the medium of a weekly pub- 
lication called Shopping News, that finds its way into the 
homes of people who have money to spend. In summing 
up the success of the J. B. Hunter Co. cutlery: depart- 
ment it may therefore be said that simplification plus 
real thought in presenting to the public view its wares in 
an attractive manner have been fundamental factors. 
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Quality Speaks— 


A sale should be more than a sale! When a cus- 
tomer comes back to your store, there is a reason 
for his return. He has been satisfied with his pre- 
vious purchases, and wishes more of your goods. 
Quality goods will help make your business grow. 


Brown & Sharpe Hair Clippers are of the highest 
quality. Their smooth action and reliability will 
please every owner. It pays to carry a stock of 
Brown & Sharpe Hair Clippers; they will satisfy 
your trade and increase your profits. We shall be 
glad to send you a Hair Clipper Catalog on request. 
Brown & Sharpe Mfg. Co., Providence, R. I. 


Brown & Sharpe 


The Professional’s Clipper 

















The First—and Still the Best The 
and Best-Selling 


Harvest King 
The GEM Counter Salesman Saves Your Time . 
eel Power Grindstone 
t carries the stock 


EX. and sells it, too, for Farm Use 


3 Our national ad- 
\ vertising has put 





, Gem Nail Clippers Farmers are delighted with 
in the class of the ease with which this 
“Reminder Sales.” “Cleveland” Grindstone 
Your customers sharpens their tools. 
read our ads, the 
Gem Counter Anyone can set it up in a 


Salesman reminds jiffy. Frame is of heavy 
them to. buy. 


x i ” ” ~ 
CLIP} = These are among angle steel 1/4" x 1/4” x 
NAIL C. PER | BA) the extra sales that 1g”, strongly braced and 














ni amy LAR COT LA fam iM) || reduce your over- equipped with a stone of 
1a |) head. wonderful cutting grit. 
anki , : ; VEL 

ee yl The reasonable price has made a NZ 
' parent du Pont it a popular seller. Shipped 

A |, Cellophane. folded complete, stone crated "se saa 

Mal Ack your jobber separately to save freight. Send 3 j And 

hoe Game for Catalog and Prices. Nos o* 





THE CLEVELAND QUARRIES COMPANY 
Cleveland, Ohio 


283 Front Street, New York 


A Lombard & Co., Inc., Boston, Mass. 
THE H. C. COOK CO., Ansonia, Conn. New England Agency 





Gem Jr. 
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for the June Bride 


What More Appropriate and 


Enduring Gift Than a Carving Set? 





Handles and Blades in Great Variety 


to Appeal to Any Taste and Purse 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 














Push the button and the blade opens 
matically. 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


SCHRADE CUTLERY CO. 





CHRADE )AFETY 
Push Button Knife 


yi (oy) 
petite 


auto- 
Safety slide locks the button with the blade 


rmaoe [VERLASTINGLY SHARP nana 


Manufactured exclusively by 
Walden, N. Y. 


Also manufacturers of a complete 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 

















How A Woman Successfully 
Manages A Cutlery Department 


Ellen Aldenderfer, in charge of the cutlery de- 

partment of Davis, Hunt & Collister Co., Cleve- 

land, has some ideas about the selling of the line 
that can be used to advantage 


I does net always take a man to successfully run 
I the cutlery department of a hardware store. Ample 

proof of the above assertion is found in the person 
of Miss Ellen Aldenderfer, who has charge of the 
cutlery department of the Davis, Hunt & Collister Co., 
Cleveland, and handles most of the sales in that depart- 
ment. Miss Aldenderfer has an attractive personality, 
a pleasing smile for everybody and her efficiency in 
salesmanship has the background of a knowledge of 
merchandise and the hardware business gained by ex- 
perience as an employee of a Cleveland hardware jobbing 








Miss! Aldenderfer in the efficient cutlery department of 
Davis, Hunt & Collister, Cleveland, Ohio 


house. Ilowever, this is not a story about Miss Alden- 
derfer but about the way the cutlery department of the 
Davis, Hunt & Collister Co. is conducted under her 
direction. She follows certain maxims that have proved 
efficient in stimulating sales as well as in developing the 
200d will of customers. Among them are the following: 

Win the women’s trade by talking to the men. 

\lways show the newest merchandise. 

Keep your best merchandise out in sight and talk 
about it. 

If you enthuse over your merchandise, your prospective 
customers will also enthuse. 

Always be courteous to customers and make 
If they don’t buy today they will leave with a friendly 
feeling and will come back. 

The cutlery department of the Davis, Hunt & Collister 
store is prominently located at the side of the main 


friends. 


| entrance where it can hardly be overlooked by one coming 


| into the 


store. It is so arranged that a large stock is 
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carried and the merchandise is conspicuously displayed 
without taking up a great deal of floor space. A new 
feature of the arrangement is the use of display boards 
for showing knives. These, covered with satin, are 18 
in. long by 13 in. wide. The knives are held in place 
by strips of elastic tacked to the boards and the latter 
are hung on hooks so that they can be moved quickly. 
They are about 25 of these boards arranged in a row 
and several knives are displayed on each board. Some 
of the boards are taken out occasionally for use in a 
window display. 


Almost every kind of knife is shown including paring, 
slicing, butcher, bread, linoleum, oyster, grapefruit and 
shoe knives as well as what is known as professional 
knives used by chefs, butchers and others and also heavy 
cleavers, spatulas, etc. The display even includes a 
knife and fork for a one-armed man. Sharpening 
stones are also shown on the boards. The stock is kept 
on shelves in the case back of the display boards. 


Table knives and forks, steak knives, carving sets, 
gift sets, children’s knives and forks are shown in two 
rows below the display boards. These are displayed in 
their boxes which are set at a slight angle on shelves, 
so that they can be readily seen by a person walking 
through the store. Beneath these display racks are 
drawers for the stock of pocket knives, miscellaneous 
cutlery and razors. At the front is a show case in which 
are displayed pocket knives, silverware, safety and 
straight razors and shaving brushes. Scissors are dis- 
played in a glass covered case on the adjoining wall 
but these will be hung on panels instead of on hooks 
against the wall as at present. 


The stock of table cutlery includes the latest and 
finest products in quality, pattern, material, kinds of 
handles as well as all the plainer patterns. There is 
more art in table cutlery today than ever before and 
beautiful goods stimulate sales. The display of table 
cutlery includes knives and forks in stainless steel with 
mirror finish and with pyro pearl, water buffalo and 
other late types of handles that are bound to appeal to 
the housewife. A large share of the cutlery purchases 
are made by men who do the shopping for their wives. 
A man comes in to buy perhaps a kitchen knife. He is 
shown some of the fine table cutlery in artistic design and 
with beautiful handles and he gets interested and goes 
home and tells his wife about it and often brings her 
back to see the fine merchandise. In that way the 
women are won over by arousing the interest of the men. 
The stock carried is so complete that customers are told, 
“if you don’t see what you want ask for it and the 
chances are that we have it.” 


All goods are price marked in plain figures and cus- 
tomers are invited to walk behind the show case and 
inspect any merchandise on display in which they are 
interested. As a means of attracting customers to the 
cutlery department bargains are offered on various items 
that are placed conspicuously on the top of the show case. 
These are often odds and ends from the stock room. 


| 





Reg. U. S. Pat. Off. 


The most famous 
cutlery trade 
mark in the 
world .... 


J. A. HENCKELS, Inc. 


Twin Works, Solingen, Germany 




















Made 
in 
12 
Patterns 
to 


Meet 


Meet the demand for good dependable hair clip- 
pers that can be sold profitably at reasonable 
prices. 


You can do it with the OSTER line. Made in 
twelve different patterns for every need—neck 
shaving, beard trimming and regular hair cutting. 
OSTER Hair Clippers perform each operation 
equally well and give entire satisfaction to cus- 
tomers. 

These fine quality Clippers are great favorites 
with both home users and professionals. Send 
for literature and discounts on our complete line. 
JOHN OSTER MANUFACTURING COMPANY 


RACINE WISCONSIN 
“Not the oldest manufacturer, but the leader”’ 
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Are the Chains Slipping ? 


(Continued from page 43) 


centage of gross sales increase greater than the per- 
centage of increased number of stores. We offer below 
the Retail Ledger Chain Store Score Card. Read it and 
study it. 

More recent “score cards” from the same source say 
practically the same thing only more of it. 

What becomes of the chain store business when and 
if new stores are not added How long can a chain be 
profitable to stockholders when per stote sales show 
a decline? Perhaps there’s a great deal of truth in the 
charge “that chains are not organized and operated in 


the interest of distribution economies but solely in the 
interest of selling shares of common stock.” Surely 
the constant addition of new stores cannot continue 
forever and surely the danger of becoming top-heavy 
must loom as a definite menace to future big profits in 
the chain plan. 

In conclusion, let us not, as-independent merchants, 
take too much idle Comfort or become commercially 
sluggish in foolish joy over the pressing problems of 
chain competitors. Instead, let us-learn from them their 
efficient methods and take comfort only in our individual 
progress. 


THE CHAIN-STORE SCOREBOARD 


Total Sales 


Number of Stores 


Sales Per Store 


Company Pi. P<. e.&.. 
Jan., 1930 Jan., 1929 Change Jan.,1930 Jan.,1929 Change Jan.,1930 Jan.,1929 Change 

Grand $1,752,565 $1,460,836 +20.0 137 114 +20.1 $12,792 $12,814 — 02 
Grant 3,783,590 3,329,489 +13.6 279 220 +26.8 13,561 15,134 —10.4 
Kress 4,202,340 4,143,377 + 14 204 192 + 6.3 20,599 21,580 — 4.6 
McLellan 1,223,947 1,164,880 + 5.0 259 232 +11.6 4,725 5,020 — 59 
Metropolitan 970,774 799,127) +21.5 150 107 +40.2 6,471 7,468 —13.5 
Murphy 939,388 814,146 +15.4 154 139 +10.7 6,099 5,857. + 4.1 
Neisner 821,481 586,595 -+40.0 58 35 +65.7 14,163 16,759 —15.5 
Penney 10,610,933 9,015,616 +17.7 1395 1122 +24.3 7.606 8,035 — 54 
Steel’s 155,677 133,493 +16.6 47 42 +10.6 3,312 3,188 + 38 
Woolworth 18,408,152 17,660,183 + 4.2 1829 1728 + 58 10,064 10,220 — 16 


Notre—The McCrory Stores Corporation refuses information as to number of stores in operation. 








The 

LITTLE 
GIANT 
BUSH HOOK 


A practical tool 
for 
Cutting Bushes 

nd 
Trees 


long. 


Small 


Packed—}!/, doz. in crate. 
Weight—50 Ibs. gross—39 Ibs. net 










Patented, U. S. A. Feb. 12th, 1929 
Canada, March 6th, 1928 





Quite often in cutting bush a man will encounter some 
extra large bushes as well as small trees and will have 
to return for an AXE to finish the job. 


This tool combines a sturdy bush hook and a keen-cut- 
ting axe in one handy implement. It will cut the heaviest 
bushes and also small trees with comparative ease. 
AXE feature is something NEW and is meeting with 
much favor. 

Blade is Crucible Steel, hand forged and polished .. . 
a wonderful cutter. 


The 


Handle is good hickory, 30 inches 


Farmers, lumbermen, road contractors, County and State 
Highway Departments, electric light and railroad com- 
panies are all prospective customers. Send for literature 


and prices now. 


North Wayne Tool Company 


Oakland, Maine 


Sales Office: 6331 Tireman Ave., Detroit, Mich. 














HARDWARE AGE for APRIL 3, 1930 = 














DIXON’S 
Graphite Products 


No other substance has such universal applica- 
tion in preventing power losses as graphite 
and its products. 


Dixon’s Flake Graphite alone, or blended with 
oil or grease, prevents friction losses by pro- 
ducing dead smooth bearing surfaces. 


And Dixon’s Graphite Seal and Pipe Joint 
Compound eliminates loss of power in genera- 
tion and transmission by making absolutely 
tight threaded and gasket joints in cylinder 
heads, pipe lines, etc. Also Dixon’s Boiler 
Graphite, which keeps boiler tubes clear and 


ae a free of scale. 


More than a 100 years of experience in over- 











oma pinned coming power losses by means of graphite is 

Graphi back of every ounce of Dixon’s Graphite 
raphite Cup Grease Products 

Waterproof Graphite Grease : 

Solid Belt Dressing Write for Bulletin 40-C. 

Pipe Joint Compound ° 

— water) Joseph Dixon Crucible Company 
raphite Sea 
(insoluble in gas or oil) Jersey City DAS N. J.,. U. S. A. 

Graphite Motor Brushes eeratissie® 1407 











MyerRS CYLINDERS 


Myers Cylinders are quality built. They can be sold and installed with confidence. 
Priced right, their original cost is far less than the final cost of cylinders whose term 
of dependability is of short duration. 

Best of materials throughout—unrestricted water ways—full size and capacity—in 
brass, brass lined or polished styles and in all standard sizes with many exclusive 
features leave nothing to be desired in the way of durability and uniform service. 
Whether you sell Myers Pumps and Myers Water Systems 
or those of some other manufacturer, Myers Cylinders are 
equally satisfactory. It will pay you well to carry in stock at 
all times a complete line of the more popular sizes. Write 
or wire. 









ASHLAND, OHIO 
PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 
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IN THE WEEK’S MAIL 


An Interesting Letter from 
D. F. Barber to a Retailer 
in Another Line 


Past N. R. H. A. president, D. 
Fletcher Barber of Chandler & Bar- 
ber Co., Boston, Mass., thought so 
well of the recent ed- 
itorial ““Not Hender- 
son—but You,” which 
appeared in “Trade 
Winds” for March 13, 
that he requested a 
copy be sent to a re- 

pD.F.BaRBER (ailer in another line. 

This friend, with Mr. 
Barber and their wives, recently en- 
joyed a short vacation in North 
Carolina. Upon his return to Bos- 
ton Mr. Barber wrote a very inter- 
esting letter to this fellow merchant, 
presenting some viewpoints which 
should be read by all retailers. From 
this letter we quote in part as fol- 
lows : 

“When I got back to the office I 
found the HARDWARE AGE, which is 
our leading trade paper, had an ar- 
ticle on “Trade Winds.” It brought 
to mind the talk I had with you re- 
garding what was being done in your 
section to awaken public interest in 
this matter, and it occurred to me 
that you might be interested, espe- 
cially as this article refers to the 
broadcasting of W. K. Henderson 
from Shreveport, La. 

“T noticed in two or three papers, 
after we left you, that there was 
some reference to the issue as being 
a political one, and I think refer- 
ence was made in the conversation 
by you that it was possible it would 
be an issue in a legislative way. 

“This article seems to commend 
the attitude of Henderson and others 
in bringing the matter before the 
public in order that the public may 
be awakened to what is going on, 
which, I think, is, perhaps, the only 
issue that would appeal to me as 
being absolutely sound. 

“T remember you spoke about it 
being impossible to get a state of 
mind created, perhaps, in the East; 
that vou could in the South, as you 





—_ 2) eee 


do not have such a mixed element 
to contend with. 

“T am going to ask the HARDWARE 
AcE of New York to send you a 
copy of this paper, and on page 68 
is another article dealing with the 
same subject, ‘The Crusader of 
Main Street,’ referring to Winfield 
H. Caslow of Grand Rapids, Mich 

“Tn our line of business the chains 
have affected the retail sales more 
or less, according to locations, and, 
perhaps, more especially according 
to the hold that the local or inde- 
pendent dealer has upon his public. 

“Both the Harpware AGE and 
our National Retail Hardware Asso- 
ciation have been trying for years to 
awaken the dealer to adopt the good 
things of the chains in the matter of 
a cheerful interior of their place of 
business, the necessity of fine show 
windows and the open display for 
the suggestion of ‘leaders,’ This 
may be, of course, a debatable ques- 
tion. 

“T think your own place of busi- 
ness, with the arrangement of your 
stock of merchandise and the fine 
appearance of your windows, and 
all, calls for patronage from those 
who care for quality and dependa- 
bility. 

“In our own business this is what 
we have always stood for, and our 
record can be substantiated by pho- 
tographs and write-ups, as well as 
hy those who have been familiar 
with the business in Boston since 
1888. 

“My former partner, Mr. Chand- 
ler, and I have been together in busi- 
ness since 1870. He, as a partner, 
in the firm of Gardner & Chandler, 
and I as a boy, and later as a clerk, 
until I became interested in the con- 
cern. In 1887 we started as Chand- 
ler & Barber. 

“The chain store and the place 
for the independent dealer is a very 
large question. It involves a great 
many factors. 

“After a great deal of thought and 
deliberation we decided not to dodge 
the issue but simply to confine our- 
selves to a specialized class of re- 


tailing in what had been our largest 
department for many years, that of 
builders’ hardware, and we added 
supplies for builders, which includes 
tools and whatever is necessary for 
builders in the transaction of their 
business, so this actually includes 
many of the lines which we former- 
ly carried in our large retail place 
at 124 Summer Street. 

“T might add that after a year’s 
occupation of our new location we 
believe we have made the proper 
move. 

“During my southern trip I talked 
with a number of hardware men, and 
the most of them had little or no 
builders’ hardware business, so the 
matter was foreign to them, but all 
of them are complaining about the 
conditions of business, and state that 
the competition of the chains and 
mail order houses, most of which 
are opening retail stores, is a real 
problem.” 





All readers are urged 
to send their problems 
and comments to 
Harpware Ace. Each 
letter will receive an 
answer and wherever 
any additional service 
may be required it will 
be rendered. Letters 
of general trade inter- 
est will be published 
for the benefit of other 
readers. In these days 
of intense competition, 
with its ever greater 
complexities, it is well 
to utilize every means 
of adding to your fund 
of useful and practical 
trade _ information. 
Your comments and 
problems will be wel- 
comed. 


THE EDITOR 


& 
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STOVOIL 


With Every Sale of a Stove 


You will start a profitable line of steady trade. implements, bicycles, skates, safes, grills, golf 
Stovoil saves many a good stove by use in the clubs, and a variety of other iron or steel ar- 
oven alone: and saves the outside of stoves ticles, all of which are liable to rust. 








SoM TAP and stove-pipes pA killing rust ; whereas, stove IN-A-WINK—a brand new type of combina- 
Voll polishes simply hide it. tion cleaner and polish for Enamel, Porcelain, 
nee: Show your customers how easy Stovoil is to and all Metal surfaces. One of the fastest 











Manufactured and Guaranteed only by 


SUPERIOR LABORATORIES, Grand Rapids, Mich. 


STOVeIL use, and how it preserves the brightness of any sellers you ever handled. A _ pleasant surprise 
= pt metal. Guarantee it for home utensils, farm awaits you if you will send for a free sample. 














DEPT. 402 
Exclusive Pacific Coast Distributors 
GENERAL SALES CORPORATION 
718 Mission St., San Francisco, Calif. 
250 E. First St., Los Angeles, Calif. 303 First Ave., South, Seattle, Wash. 




















CK SPRUCE LADDER( 


Babcock Ladders 
are made SAFE for 


every purpose. 





Every style is manu- 
factured from clear 
air dried straight 
grained spruce with 
the full strength left 
in the lumber. 








They sell on merit. 
Order from us now. 


We pay the freight. 
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The New Sagless Spring Hinge 


with 

Exterior Tension Adjustment 

The New Type 4007 Sagless 
Gate Spring Pivot Hinge is 
being specified and used as 
standard equipment for office 
gates in the most modern office 
s buildings because it can be used 
S with equal satisfaction on either 
a light narrow gate or a heavy 
wide one. The exterior tension 
adjustment makes it instantly 
Type 4007 adaptable to varying conditions. 


Adjustable Pintle . . . Ball-Bearings 
An adjustable pintle with locking device per- 
mits setting the gate to remain at rest in any 
desired position. 
Ball-bearings in hinge and top socket give gate 
quiet and easy movement. 


~ (CHICAGO) - 
SPRING HINGES 
Send for descriptive literature H42. 
Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 




















KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line —quality of the product and quick service from 
reasons why the ILCO 


accepted as the 


our branch offices are. 





is everywhere, 











standard key blank. 


Mull 


INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
FITCHBURG - - MASS. U.S A. 













The Chain Store and Aluminum Ware 


We hear more or less about the aluminum ware sold 
by chain stores, but this competition is not serious to 
the independent dealer, provided he does not try to 
confine himself to the same class of merchandise. 

The chain store is operated on an entirely different 
principle than the independent hardware store. The 
chains have their methods—and the independent should 
have /is. But surely the independent can hardly expect 
to successfully “meet” the chain with the same class of 
merchandise and the same price, when the chain store 
carries no accounts and makes no deliveries. 

In spite of all we hear about the “new competition,” 
the fact remains that the independent dealer is still doing 
about 90 per cent of the hardware business—and he is 
getting this business because of the class of merchan- 
dise he handles, and which cannot be found in chain 
stores. 

We have always recommended to our dealers that 
they carry a good representative line of quality aluminum 
ware—as many different utensils as possible. This does 
not mean a large investment, because ours is entirely an 
open stock propositon, so that every number can be 
bought in any quantity desired. 

The dealer who carries a good representative line of 
aluminum ware builds up a reputation for having a good 
aluminum department. The result is that when a woman 
needs aluminum ware she just naturally goes to the 
dealer who has a variety, so that she is apt to find what 
she wants. 

Sometime ago the writer called on a dealer who is 
located near a mail-order-house retail store. This 
dealer’s sales of aluminum ware were increasing very 
satisfactorily. Why? Because he carried a very com- 
plete line, while the chain store handled comparatively 
few different numbers. Contrast this with another dealer 
who is located across the street from a similar chain 
store. This dealer did not believe in carrying a first 
grade line of aluminum ware. He selected certain num- 
bers and marked “special prices” on everything. When I 
asked’ him how he found business, he replied, “about all 
that there is, is going across the street.” 

See the difference. One dealer carried a line of good 


| aluminum ware and was building up a profitable busi- 


ness on the line. The other dealer was attempting to 
meet the chain store by adopting their methods. He 
wasn’t merchandising a line, but simply selling tea 
kettles, percolators, pots and pans at “special prices.” 
In order to make a profit, the independent merchant’s 
business must be operated along lines that are entirely 
different from those of the chain store. He should 
confine himself as much as possible to quality goods 
which the chains do not handle. 
—The Spinning Wheel. 


The average young man wants the boss to increase his 
wages and then, he tells himself, he will prove that he is 
worth the increase by doing more and better work. This 
is one of the illusions of youth. Business does not work 
that way, but in the reverse. Let the man prove first 
that he can do more and better work and the increased 
earning comes as a natural consequence providing the 
employer is the right kind. 
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CORBIN 


Wood Screws 
Drive Screws 
Ceach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screws 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


CORBIN 














UNIFORM QUALITY and ADEQUATE STOCK 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor Sy 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 


Lc 


— 
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For Every 
Carpenter’s Tool Box 








FORSTNER 


Labor Saving 


AUGER BIT 


Bores Any arc of a circle 


No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. 


Combines many tools in one. Does the work 
of a chisel, gouge, scroll-saw or lathe. 


The Forstner Auger Bit is guided by its 
circular rim instead of its center, conse- 
quently it will bore any arc. of a circle, and 
can be guided in any direction regardless 
of grain or knots, leaving a true, polished 
surface. 


Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Sold singly or in convenient sets. Good 
profit. 


Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 
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WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 
THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 














A Sure Trade Magnet 












THE HAMMER 
HOLDS 
THE TACK 











Robertson “Horseshoe Magnet” Hammer 


(Trade Mark) 


Display this hammer as shown, with a pack- 
age of tacks alongside. First one customer 
—then another will pick it up and be im- 
pressed with the way the “Horseshoe Mag- 
net”’ end holds the tack. They'll appreciate 
its convenience and want one. 


Made of fine steel and guaranteed to be a 
strong permanent magnet. Will give long 
satisfactory service in home, store, or shop. 
Different sizes for many trades. 


The best magnet hammer on the market. 





Send for. Literature and Prices. 
Name and design trade marks registered U. S. Pat. Off. 
Silver Medal, Panama-Pacific Exposition. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 











Jobbers Jump on “Rule 12” 


(Continued from page 42) 


been $610.36—an addition of more than 40 per cent to 
the freight charges for the privilege of combining and 
shipping the various articles of each shipment in one 
package. 

“The present method of handling is obviously not fair 
to the shippers or the carriers. It entails a great deal 
of packing and handling expense on the part of the ship- 
per and considerably increases the clerical and trans- 
portation expense of the carrier. Regardless of rate, 
I believe the revenue from these small packages contain- 
ing the higher class merchandise would not anywhere 
near compensate the carrier for the cost of carrying 
them. 

“It is equally unfair to the consignee (the retail 
dealer) to cause him to pay on the higher classification 
when this is due to such a small proportion of the mer- 
chandise shipped. Roughly, you ask him to pay first- 
class rate or higher on 85 per cent of the merchandise 
that carries a lower classification. We believe it only 
reasonable to expect some relief from these conditions. 
By applying the rule that we propose, the revenue to 
the carriers would be $443.75.” 


S prakin G of an average forty-pound package 
shipped by jobber to dealer, President Nichols of the Na- 
tional Hardware Association states in the brief: 

“Under the present rule, if such a package contains 
a pound or less than a pound of articles rated first-class, 
we have to put these higher class articles in a package 
by themselves, unless we want to pay the first-class rate 
on the entire shipment. That makes necessary a great 
many more packages, costing considerably more to pack ; 
and the loss and damage claims of the carriers must 
also be proportionately greater.” 

Mr. Bihler of the Lindsay company stresses the fact 
that the hardware jobbers are not asking for any changes 
in classification, but are simply trying to reach an ar- 
rangement whereby a certain percentage of higher class 
goods might be packed with hardware shipments for 
which they are willing to pay an additional 10 per cent; 
such items as mica, selling at three or four cents a sheet, 
he says, take the first-class rate, and it is not practicable 
to ship them separately, as the expense of packing in 
many cases would equal or exceed the value of the article 
itself. 

Properly revised, the objectionable rule would make 
for economy to shipper, carrier and consignee, declares 
Mr. Gaehr of the Worthington company. Mr. Martin- 
dale, head of the Van Camp’s, says in part: 

“To avoid the danger of violation, the shipper must 
arrange for the proper classification and correct descrip- 
tion on the bill of lading. Packers take little interest 
in learning the classification and in keeping abreast of 
changes, and are inclined to disregard instructions as to 
packing, paying little, if any, attention to the highest 
rated article. 

“Approximately fifteen packers are required in our 
packing room under normal conditions, who pack in the 
neighborhood of 6000 items daily, making an average 
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package of approximately 65 pounds, and they resent 
the idea of their doing anything other than to pack mer- 
chandise for shipment. They refuse to accept that re- 
sponsibility, claiming they know nothing about classify- 
ing freight, which they contend is the duty of the classi- 
fier. 

“Various plans have beeen tried, and all have proved 
unsuccessful. Hence the employment of persons with 
full knowledge of classifying freight becomes an absolute 
necessity. 

‘These classifiers who are supposed to be experts fre- 
quently err, as do the inspectors, whose duty it is to 
inspect shipments at the freight stations of the carriers. 
It is practically impossible to obtain the services of 
classifiers capable of classifying the large number of 
articles handled in accordance with ratings of the four 
classification territories. 

‘In order to get a number of representative shipments 
which would reflect a true picture of the business of the 
company in so far as small, mixed shipments are con- 
cerned, the first 50 packages shipped out in May, June 
and July were taken, and out of 159 shipments it was 
found that 79 packages contained 25 per cent, or 30 
pounds weight, of higher rated articles in Official Classi- 
fication, and were eliminated by the application of the 
rule proposed. The average weight of the 80 shipments 
was 65 pounds. 

“Tn order to obtain the advantage of the freight charge 
of $20.07 on the 80 shipments, it would have been nec- 
essary to pack each article according to classification, 
making a total of 264 packages. This would have been 
impracticable on account of the cost of labor, which 
at 30 cents per package would have amounted to $79.20, 
as against $24 for 80 packages.” 

Mr. Sheets, indorsing the proposed change in Rule 12, 
states: “Transportation is such an important factor in 
the cost of distribution as to deserve the most serious 
study of all in interest. Neither the shippers nor the 
receivers of merchandise are motivated by any desire 
to curtail the net revenue of the transporting agencies, 
but they do believe that the latter should be vitally con- 
cerned with them in eliminating unnecessary costs wher- 
ever possible, and that a rule should not be maintained 
when a sane study of the economics of the situation 
shows the wisdom of its revision.” 


In one of his concluding arguments, Attorney Cardy 
declares: “Each additional package results in increased 
costs to the wholesaler of at least 30 cents a package; 
so that a concern making 500 shipments a day, if re- 
quired to ship them in 1500 separate packages instead 
of 500, would shoulder an additional expense per day 
of approximately $300.” 

In the case of a hundred good-sized jobbers, that 
would mean a daily additional expense of $30,000, or 
nearly $10,000,000 a year; there are 360 jobbers of 
varying volume affiliated with the National Hardware 
Association. 

Chairman Whipple emphasizes that the present rule 
was made many years ago when the number of shipments 
made per day per dealer were relatively much fewer 
and larger, before the advent of the fiber and wire- 













































Wheels Bearings 


A Model for Every Pocketbook 


A complete line from the finest ball bearing 
types to the Big 10 and Red Gem models at 
prices so reasonable no Dealer need lose a single 
customer. Many outstanding improvements are 
found in the 1930 line. Write for Literature 
and name of nearest Jobber. 


Manufactured by 


Clarinda Manufacturing Co. 


Clarinda, Iowa 





















































For breaks or cracks in 
plaster walls . . . you can 
safely recommend Pecora 
Perfect Patching Plaster. 
Made to a superior formula 
but costs no more. 2% to 
15 lb. cartons and in bulk. 
Write for sample and 
prices. Pecora Paint Com- 
pany, 5th & Sedgley Streets, 
Philadelphia. Established a 
1862 by Smith Bowen. bias aa 
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Bommer 
Spring 2 Hinges 





are fe) out are 
the best | o the best 


Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


vee BOMIMEP aways 


They are the best 


Bommer Spring Hinge Co., Brooklyn, N. Y 


POULTRY NETTING 
Galvanized Before and Galvanized c4fter ae 
mgmt dated md mdm emsamuds: een AACA 
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eaters i] 


r ‘and Profit with 


€ Look for the tag, carrying our name, at the end of every roll! 


= The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Olden Woven Wire Pextory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Wise Cloth i in all Meshes and Ganges 


Mew York City Kenees Gy - 











bound veneer boxes now so prevalently used in pack- 
aging. 

“In our own company,” he says, “nearly 80 per cent 
of our packages shipped by freight are reshipped to our 
customers in identically the same containers that we re- 
ceive from the factory. The entire trouble lies with the 
packing and classifying of the remaining 20 per cent.” 

No exact substitute rule is proposed by the protesting 
committee; the brief states, however: “The hardware 
industry is not interested in the particular wording of 
the rule to be adopted, but any such rule should permit 
hardware articles ordinarily handled by the trade to be 


| packed in one box not exceeding 70 pounds in weight 
| and shipped at a third-class rate or slightly higher.” 


With the brief are filed three pairs of pictures, each 
pair contrasting actual layouts or assemblies of merchan- 
dise, with the number of packages into which they had 
to be packed in order to conform in all respects with the 


requirements of Rule 12. 


The committee on freight classification was appointed 
by President Nichols after a meeting of the National 
Hardware Association’s executive committee last May 
in Detroit. 

This special committee reported at the Atlantic City 
convention in October, and there was authorized to 


| present its application for revision of Rule 12 to the 


Consolidated Classification Committee, representing the 


| Official, Southern and Western classifications, which now 
| promises a decision early in March. 





Should it be negative, the hardware jobbers’ commit- 
tee plans to carry the matter to the Interstate Commerce 


Commission. 


Cleveland Drill Display 


The Cleveland Twist Drill Co., Cleveland, Ohio, has had 
a new window display made for use of dealers handling 
Millers Falls, Donnelley and Yankee tools. 

This display may be used to advantage as three separate 
panels forming a background or in a straight line to give 





the appearance of a single piece. It is ititended primarily 
for distribution with the new small drill sets, Carbon Steel 
Set No. 26 and High Speed Set No. 57. Each of these 
sets is composed of eight drills. Set No. 26 is the Home 
and Farm Set and Set. No. 57 is the Mechanic's Set. 
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| Plan Ahead Today for Bigger Sales Tomorrow ! 


"T= hardware retailer has two big problems: First, how to increase saleg 








and profits today: 

business five years from now. 
solve these problems—and do it now. 
to firms who keep step with progress. 
help you promote profitable sales. 
analyze your store. 
and nothing to lose. 


Second, how to prepare for a growing and bigger 
Every hardware retailer should study and 
Changing conditions will bring success 
DULUTH Merchandising Service can 
Let us explain DULUTH Methods and 
This costs you nothing. You have everything to gain 
Write today for details. 


DYELVIH 


DULUTH SHOW CASE COMPANY 
5002 Wadena St., Duluth, Minn. 

















HOUZEX PUSH PINS 


Beautiful Glass Heads 


in 4 delicate 
shades— 
sharp steel points 


Brand new—made by 
Houze—Glass headed push 
pins in these four attrac- 
tive colors, La _ Rink, 
Rose, Co-Blue, Chro- 
Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 
pelling 


Screen Oreves reer oe: SEE, 








Large—3 to Card 


Heads are 34 inch across top. 
Pin—overall—%4 inches long. 


Counter Display 


Assortment A—48 _ 10- 
cent cards—sixteen cards 
of each size. Three sizes 
of each of four different 
colors. Size of display 
carton is 12''x814"x134"". 
Retail value $4.80; Price 
to you $3.00. 





Medium—4 to Card 


Heads are 54 inch across top. 
Pins—overall— *4 inches long. 


Write for samples. 


L. J. Houze 
Convex Glass Co. 
POINT MARION, PA. 


-#.Houze Convex Glass Ca. ,.0°73!) 
me saene RA eviewen Oo Mw ee 





Small—6 to Card Glass Specialties of Merit 
Heads are 3% inch across top. New York: 110 W. 40th St. 
Pins—overall— *4 inches long. Chicago: 536 S. Clark St. 











STAR HEEL PLATES 
“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 
Send us your order today. 
No. 6 
No. 5 
eA No. 4 
be Fn, STAR 
sell KUNG 
ae “ 
and MMI No. 3 
sell nn 
and 
sell No. 2 
No. 1 
ai¥; No. 0 
These illustrations are % size. 
STAR HEEL PLATE CO. 
LOUIS SACKS, Ince. 
Newark, N. J. U. S. A. 

















mitary 
Tackles, 
@inleacy 
Safety Straps, beeen 
Tool Bags, 
Lag Wrenches, Sleeve 
Wanicace Wire Grips, 


Tree Trimmers, Belts 





Mathias 


Established 1857 





SINCE 1857 








& Sons 





KLEIN 
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MOE’S PEERLESS FEEDERS 


Our Peerless Feeder will successfully care for both baby 
chicks and growing stock. Adjustable for any kind of 
mash or grain, saves time, and prevents waste. 


A perfect feeder for large or small flocks. 
10 Qt. and 18 Qt., with 30 feeder openings. 


One of many popular items in Moe’s Line. 
Catalog and Prices. 


HoEFT & COMPANY 


INCOPFOR4TED 
2305 Davis St. 


Two sizes 


Write for 


North Chicago, Il. 

















Thats the Rule 7 want 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 





Distributed Through Wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 











Urges Merchants to Relax Hand-to-Mouth Buying 


Taking the stand that the unemployment situation is not 
so alarming as some reports picture it, while also not so 
rosy as some others speak of it, John E. Edgerton, presi- 
dent of the National Association of Manufacturers, an- 
nounced recently that his organization has been conducting 
its own survey of conditions existing among several thou- 
sand manufacturers throughout the country, and while this 
will not be complete for a fortnight the early réports indi- 
cate that the situation in industry is not so bad as recent 
statements would have people believe; in fact, it is sug- 
gested that exaggerated estimates of unemployment belie 
themselves. 

Mr. Edgerton in speaking of his experiences as a manu- 
facturer, said that he had gone through several worse 
periods of economic disturbance that that which now pre- 
vails. He expressed the view that four groups could remedy 
the problem by cohesive effort. The President, Congress, 
merchants, manufacturers and the masses of people can't 
do it, he said, but all of them working together and each 
group doing its part, could restore a condition of normality 
in quick order. He advocated a relaxing of the hand-to- 
mouth buying and of the beating-down-of-price practices. 

“If the merchants will relax a bit in their policy of hand- 
to-mouth buying and in their beating-down-of-price tactics 
through group pressures and other devices, they can help 
the factories to operate and thereby employ people and pay 
them wages with which to buy the goods that enable the 
merchants to render the assistance. 

“Instead of insisting upon foreign brands of goods, which 
are produced in our own country in as good quality, they 
could discriminate in favor of domestic products, the mak- 
ing of which keeps our people employed. I do not believe 
in the boycott but I do believe strongly in patriotic dis- 
criminations in favor of people who share my common 
destiny. It should be remembered by the consuming public 
that every dollar expended for a domestic product helps to 
keep some fellow-American employed and happy.” 


Ten Commandments for Business Men 


Dr. Julius Klein, Assistant Secretary of Commerce, 
in a recent letter stated, “In general, it is quite clear that 
our business thinking is no longer moving in the good 
old way from ‘Hunch to Hunch’ but rather from ‘Fact 
to Fact,’ not simply because our merchants are getting 
wiser but because they must know where they are going; 


| if they don’t, they will soon cease to exist, commercially 


, 


speaking.’ 

This same gentleman has formulated Ten Command- 
ments for Business Men. We believe they are well 
worth calling to your attention. 


1. Improve Stock Recorps: Install better inventory 
control to show fast-selling and slow-selling items; re- 
duce slow-sale items; concentrate upon the sure-sale 
sizes, makes, designs, colors, or grades—simplify your 
merchandise ; avoid accumulation of stock debris. 





2. RatsE LEvEL OF PERSONNEL: By selective hiring 
or proper training; personnel is the blood of every 
business ; see that it is good, healthy blood. 

3. Watcu Crepit Contro: Slack credit is a disease 
that will destroy any business—a deadly germ. 


(Continued on page 102) 
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No. 232, % in. 





» 1¥%% in. 


SLOTTED SCREW TIPS 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to pre- 
vent the rubber head from pulling off. Write for full information. 


ELASTIC TIP CO. 





Special Washer 


370 Atlantic Ave., Boston, Mass. 





No. 231, 3% In. 
No. 233, 1 In. 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, or 3 represent the livewire ~~ doing 75% 
to 80% of "the retail hardware trade of the U. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada 
5, 10, 25¢ to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and haasducnishings. 
Manufacturers’ Agents in é.'s ., Canada and Foreign. 
Automobile Accessories es 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners — Jobbers. 
Membership Lists of Hardware Associations. 


Hardware 4s. Verified List ‘of Wholesalers and Retailers is 
direct-by-mail promotion work and 
also a coed guide for salesmen’'s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 

















BRICK 
CHISEL 











’ Doy 
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MASONS TOOLS 


Quality drop-forged Masons’ Tools, 
made by Fairmount, offer real oppor- 
tunities for increased business— 
highly profitable business. 

Designed by men who know from 
experience the kind of work such 
tools are called upon to perform, 
Fairmount Masons’ Tools appeal to 
practical workmen the minute they 
are displayed. 

To prove this conclusively to your- 
self put in a stock of the popular 


MASONS 
HAMMER 





numbers shown above. Just order 
by number from your jobber. 
PRICES 
Fairmount Brick Hammers 
No. 169 1M I 5 P $1.50 each 
No. 17 01% lb.. ate . 175 each 
No 2 2.00 each 
No. 2% 2.50 each 
Fairmount Bricklayers’ 
75 each 
No. H ; 90 each 
No. 653 > 1.00 each 
No. 654 4%” Cut... sib eewew 2nee ae 
Felt Brick Jointers 
No. 67 1%” Flat and Convex 50 each 
No. er? 5/16” Flat and Convex 50 each 
No. 673 %4” Flat and Convex 50 each 
No. 674 7/16” Flat and Convex 50 each 
No. 675 4%” Flat and Concave 50 each 
No. 676 5/16” Flat and Concave. .50 each 
BRICK ' No. 677 3%” Flat and Concave. .50 each 
JOINTERS No. 678 7/16” Flat and Concave. .50 each 


FAIRMOUNT 


TF TOOL & FORGING Co. 


Give SERVICE AND a 7 

















SILVER LAKE 
CLOTHES LINE SELLS BETTER 


Silver Lake Clothes Line offers rapid turnover because it 
gives much more to the customer at only slight additional 


charge. It is 100% cotton, solid braided, No adulterants 
or coloring are used to damage the finest of fabrics. 
Hanks come in three lengths, 50 ft., 75 ft., and 100 ft. 

An attractive 


Display this line and watch it move. 
folder and name of your jobber sent on request. 


SILVER LAKE COMPANY 
Newtonville, Massachusetts 
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Red Devil means 
Glass Insurance 


ED DEVIL 024 has long 
been the best selling glass 
cutter on the market. We 
are now making it more desirable 
than ever. 
The improved Long Life Wheel, 
Long Reach Head and Easy 
Finger Rest Handle make 024 a 
better buy for your customers 
and a better seller for you. 

Stock 024 for Spring trade 


1165 SPRINGFIELD AVENUE 
IRVINGTON, N.J.. U.S.A. 


Best 
Made 
Better 








rove Your business 
in BOTTLE CAPS 


“PYRAMID” BRAND 


Positively the finest cap made for 
home use. Has the patented 
“Cushion Seal’ that gives per- 
fect protection, always. Costs 
more —and worth it. 





You will find your bottle cap business 
far more satisfactory when you offer 
your customers these two reliable 
brands. Both are high quality prod- 
ucts—dependable merchandise— 
backed by a $15,000,000 company 
with a world wide distributing or- 






Crater *HOME USE” 
ganization. BRAND 
You cannot afford to overlook the ’ 
Crown Cork and Seal proposition on Dysteet ’ uality— 
bottle caps. Write or wire today for "Eis allie. * 


full information and prices. 


CROWN CORK & SEAL CO., BALTIMORE, MD. 

















Ge _ World's Largest Makers of Bottle Caps 








4. Cut Down Excessive Detivery Costs: They 
fasten like leeches on your profits. 

5. CHeEcK Mania FOR Gross SALEs: Sometimes 
more business means less profit. Dinosaurs were big 
boys—but nature had no use for them, finally; Keep in 
mind the law of diminishing returns. 

6. Better AccouNTING: Evolve and apply simpler 
and more careful accounting procedure, especially to 
show costs of services as well as of commodities; don’t 
keep your books under your hat. 

7. Stupy Store Layout: For convenience, attractive- 
ness, and effective use of space. : 

8. Watcu Styies: Face and solve the problem of 
style changes—study styles barometers as the ship cap- 
tain and air pilot study the weather barometers—for 
safety’s sake. 

9. Cooperate: Make use of every facility of present- 
day cooperation and teamwork in distribution ; remember, 
this problem is no longer for the individual to solve 
entirely alone. 


10. Keep Betrer Recorps: Use them in solving the 
problems of each department; not the number of hairs 
on the head, but whether or not they grow, is important. 


To the Editor of The Hardware Age: 


Your magazine in Norvell has a treasure. 
We read his weekly articles with pleasure ; 
For he can write with charm of many things— 
“Of shoes and ships, and sealing wax” and kings ; 
Of lobsters, cabbages and kitchen knives ; 
Of stocks and bonds, hotels and dancers’ lives. 
He does not need to go to Africa, 
To China, Japan or South America, 
To Italy, with beauty’s “fatal gift,” 
To Russia, that great land of the uplift (?), 
For he can walk but once around the block, 
Be gone about ten minutes by the clock, 
And more adventures have than Trader Horn 
Has ever had till now since he was born. 
He needs no beauteous “Land of the Wistaria,” 
He simply hies him to a cafeteria, 
Or takes the Woolworth Tower elevator ; 
Back to his office goes a little later 
And has enough material for a book 
Accumulated in that one short look. 
Yes, he can from his office window gaze 
And see such sights as fill us with amaze. 
Mysterious islands burst upon his view 
And he with charm can write about them, too. 
Strange ships sail in from all the Seven Seas 
Freighted with cargoes full of mysteries. 
He takes one glance and we but wonder why 
We miss so much on land, on sea, in sky. 
So Hail! thrice Hail!!! to Saunders Norvell then— 
Long may he live to wield his facile pen! 
—J.L. Jennings. 


. 
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28 Warren St. 
New York 





THE JAMES SWAN COMPANY, Seymour, Conn. 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 


SC ORIHE JAMES SWAN CO.NG4O.S Sues 



































The SWW Line 


For Rapid Turnover 
and Satisfactory Profits 


Place a SWW in the hands of 
a prospective buyer and he is 
more than half sold. 


Craftsmen know that SWW 

saws, chisels, adzes, etc., em- 

body qualities that come only 

from years of experience in 

manufacture. 

Stotk the SWW line—it’s a business 
b ler. 


Write for list and discounts. 


The L. & I. J. White Co., 
Division 
Simonds-Worden-White Co., 
Dayton, Ohio 
BUFFALO — CLEVELAND — BELOIT 










Mower slips into 
sharpener without 
being dismantled 








HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 


“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction sim- 
ply because of improper sharpening. These dealers, 
by installing an IDEAL LAWN MOWER SHARPENER 
and sharpening the mowers themselves, render a much 
wanted service to their customers, and make liberal 
profits themselves. 


$1.50 to $2.00 PER MOWER—15 Minutes Work 











Any boy can operate the IDEAL. 
Slip the mower into the IDEAL 
without dismantling, make a 
few simple adjustments and in 
15 minutes the mower is per- 
fectly sharpened — every blade 


usual charge, $1.50 to $2.50 per 
mower, is mostly profit. 


The IDEAL SHARPENER re- 
quires little space, operates off 
a light socket, and its first cost 







with a true keen edge. The is extremely low. 


Write for prices and full information 


The Fate-Root-Heath Co., 901 Bell Street, Plymouth, Ohio 











LTLESS 
STERS Divot Bearing 


FAULTLESS CASTER COMPANY 
EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 
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HOTEL SERVICE BE DIFFERENT? 











+. just register once 


at THE NEW YORKER 


... you will see 


ERE is not just the largest hotel in 
the world’s largest city...here is a 
new and quite novel idea in hotel manage- 
ment...a friendly hospitality, refreshingly 
old fashioned in spirit, strikingly modern 
in manner... The New Yorker idea of “in- 
dividualized service” is creating a new and 
pleasant phase in contemporary hotel living. 
. . . 
THE NEW YORKER has 2500 rooms...every one 
with radio, tub and shower bath, Servidor, circulat- 
ing ice-water ... four popular-priced restaurants... 
Bernie Cummins’ Orchestra (Exclusive Victor Record 
Artists) ...floor secretaries...located with immediate 
access to theatres, shops and business .. . direct tunnel 
connection to Pennsylvania Station ...B. & O. Motor 
Coach connection... room rates $3.50 aday and up- 
ward. 85% of the rooms are $5 or less. Suites $11 
a day and upward. 


THE 


NEW YORKER 


RALPH HITZ, Managing Director 


34th Street at 8th Avenue, New York City 














Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 

You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 

There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 

This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 

















_ Amendments Are Obstacles 


'To Passage of Hawley -Smoot 
Tariff Bill 


By L. W. MOFFETT 


(Washington Bureau of HARDWARE AGE) 

Developments have fully justified the previously ex- 
| pressed view that the two greatest stumbling blocks in 
| the conference over the Hawley-Smoot tariff bill will re- 
| late to the debenture and flexible provision amendments, 
both made by the Senate. The determined opposition of 
President Hoover to the debenture plan leads to the belief 
that he would veto the bill, be the political risk what it 
may, rather than accept the debenture. For this reason it 
is generally thought it will be struck out, but not un- 
til after the Senate conferees, or at least some of them, 
have put up a bold fight for its retention. They will be 
egged on by the so-called farm bloc and the equally so- 
called coalition. But in the end the Senate is expected to 
be made to yield. For, despite the usual criticism that has 
been made of the bill by partisan sources, it contains some 
features that even the progressives and farm block want, 
and it is suspected they want Mr. Hoover to sign the docu- 
ment. They can, after fighting for the debenture as a 
gesture to their constituents, yield the principle, saying they 
have done their best, and then get the bill. The flexible 
provision as adopted by the Senate takes from the Presi- 
dent and gives to Congress the power to change rates of 
duty following an investigation by the Tariff Commission. 
The House stuck to the President and continued the author- 
ity in the hands of the Chief Executive. There is a great 
deal of talk about this provision being the object of compro- 
mise in conference. Senator Vandenberg, Republican, 
Michigan, reported to be a close friend of the President, 
has come out with a unique compromise proposal. He 
would make a sort of a hybrid affair out of the provision. 
Stated, in a brief form, the Vandenberg proposal would give 
to the President authority to change the rates when Con- 
gress is not in session, but when Congress is in session, 
averaging 10 months out of 24, Congress would have the 
power. Under this curious arrangement it would seem that 
ducks and drakes might be played with the tariff more than 
ever before, as bad as it has been, and uncertainty would 
become more uncertain. Unless the understanding is wrong 
the President might proclaim a change in a rate and then 
Congress when it convenes, should it be dissatisfied, change 
the rate to the old basis or to an entirely new one. In any 
case the Vandenberg proposal likely will have to be ex- 
plained more fully than it has been before the conferees 
will take it up seriously for discussion. The National As- 
sociation of Manufacturers sent a delegation, headed by 
President Edgerton, to the White House last week when it 
told the President it was anxious that the House flexible 
provision be enacted. It made its position known on the 
day Senator Vandenberg announced his proposed compro- 


mise. 
* * * 


Easily the most comprehensive survey of the industrial 
structure of New England that has ever been presented 
has just come from the press. 


It is Part I of the com- 
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mercial survey of that section made by the Domestic Com- 
merce Division, Department of Commerce, and is known 
as “Industrial Structure of New England.” The volume 
consists of 591 pages and is the specific work of Dr. Charles 
FE, Artman, who has had general charge of the entire New 
England survey. The work was made possible by coopera- 
tion from some 5000 New England manufacturers who 
supplied information concerning their experiences in the 
past few years. With the volume is presented a beautifully 
colored and well prepared map to show the highlands and 
lowlands of New England with significant factors in agri- 
cultural development, location of manufactures, marketing 
areas, distribution of population, transportation routes, wa- 
ter power development and recreational advantages. ‘The 
volume has such a wealth of information that it must be 
carefully studied before its full value is obtained. The 
hardware industry, an important factor in New England 
industrial life, is given liberal space in the discussion, com- 
ing under the heading ‘Metal Manufactures,” and a map 
is presented in connection with this study showing the loca 
tion of establishments making hardware, cutlery and me- 
chanics tools. The volume points out that the manufac- 
ture of hardware ranks among the first 12 industries of 
New England in its contribution to the regions’ income and 
in Connecticut it is among the three leading industries of 
the State. In Connecticut, Massachusetts and Rhode Isl- 
and the hardware industry, the survey said, in 1927 added 
about $49,000,000 to the New England manufacturing in- 
come with a total gross output valued at $71,435,000. It 
provided a market for materials, including fuel, power and 
supplies, of upward of $22,500,000. There were 92 estab- 
lishments in the three States. The industry in New En- 
gland provided employment for upward of 19,000 wage 
earners, who were paid about $23,300,000 in wages. The 
volume is available for $1.30 from the Superintendent of 
Documents, Government Printing Office, Washington, D. C. 


“White shellac’ was the label used by copartners selling 
and distributing a so-called shellac when in fact their prod- 
uct was not made wholly of shellac gum dissolved in alco- 
hol, which are the recognized constituents of shellac, said 
a statement issued by the Federal Trade Commission, which 
announced that the company has signed a stipulation agree- 
ing to stop labeling its product as “shellac” so as to imply 
that it is composed of shellac gum dissolved in alcohol, 
when such actually is not the case. Provision was made 
that when the product is not pure shellac but one in which 
shellac is the principal element, the word “shellac,” if used, 
shall be accompanied by the word “compound” in type 
equally as conspicuous as “shellac,” so as to clearly indi- 
cate that the product is not composed wholly of shellac 
gum cut in alcohol. If there is no shellac gum in the prod- 
uct or if shellac gum is not its predominant element, the 
word “shellac,” if used, shall be accompanied by the word 
“substitute” in equally large type. 

A corporation selling and distributing a large variety of 
merchandise, including silverware, cutlery and novelties, 
signed a stipulation agreeing to stop misrepresenting its 
products. Among the misrepresentations were such as the 
following: Metals other than platinum described as “plat- 
inum finish”; a nut crack and pick set as a “seven piece 
nut set consisting of six picks and one crack heavily nickel 
plated on steel,” priced at $20 a gross when the set was 
made of a different type and was sold at $24 a gross; 
“nickel silver” as a description for merchandise not made 
of that material. 









| Seymove Smit 





HEDGE 








LOPPING=—= 


SHEARS 


A COMPLETE LINE OF EACH 
IT IS NOW TIME TO STOCK 
UP ON THIS ATTRACTIVE, 

PROFITABLE LINE— 





TREE 
PRUNERS 


Send for Circulars and Prices 


SEYMOUR SMITH & SON, INC. 
OAKVILLE, CONN., U. S. A. 


Sales Representatives: 


John H. Graham & Co., Inc.— 113 Chambers St., New York 
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? 
for the complete story now? 
i i—pin to 

Just tear out this ad—p!n 


and mail. 


Ww. C.HE 
700 Bryant Street, 


HEL 


BUSINESS BUILDING S$ 


ANY 
MONTPELIER, OHIO 


LER 


TORE EQUIPMENT 
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Sells for 
MANY 
Uses 


Rubyfiuid has a wide sale, because it best serves 
the most uses. Rubyfluid acts quickly—fluxes just 
— and makes the solder adhere securely to the 
metal. 


Rubyfluid can also be used for TINNING solder- 
ing coppers, as well as for SOLDERING. Avlit- 
tle goes far. 


Send for FREE Sample and Trade-Prices. 


RUBY CHEMICAL Co. 


68 McDowell Street, Columbus, Ohio 














A pair weighs only six ounces! 


YELLOW JACKET 


ALUMINUM FOLDING SHOE TREES 


Eachtree when folded takes uponly 2x 3x 5inchspaceina 
traveling bag. Quickly and easily adjustable to fit any size 
shoe. Made of aluminum, they do not absorb perspira- 
tion odors nor moisture from shoes that are 
damp. Hollow, open-bottom form allows shoe y 
soles to dry quickly. 4 

They cannot chip or split, and are 
good for a lifetime of service. 






Hardwaredealers are 
invited to write for 
prices and details, 


PAUL & BEEKMAN 








MFG. CO. 
4250W issahickon Ave. 
Philadelphia, Pa. 





















FAVORITE 


Announces a merchandising plan for hardware 
dealers to sell The New Ambassador and The 
Aristocrat ...two representatives of the new 
Favorite line of modern gas ranges. 

May we tell you more about the assistance we 
are giving to hardware merchants .. . write today 
for further information and our new catalog... 
no cost or obligation. 


The Favorite Stove and Range Company 
PIQUA, OHIO 





RANGES 































The wood in 
Klos’ Klips_ is 
taken from Ver- 
mont’s white birch 
trees. A clean, stainless 
clothes pin is assured. For 
prices consult our agents or write 
direct. 


National Spring Clip Co., 


Montpelier, 
Vermont 











Hot of the Nail Ke 


Little yarns that others have laughed over 

culled from various sources. As a contem- 

porary puts it: “Some of them have been Ge 
copied, the rest will be.” . 









“IT suppose you will want me 
to give up my job, Henry, when 
we are married ?” 

“How much do you earn at 
it?” 

“Sixty a week.” 

“That isn’t a job. That’s a 
career. I wouldn’t want to in- 
terfere with your career, girlie.” 


“Have you sold your car?” 


“No, the company took it 
back. I couldn’t buy it any 
more.” 


“See this stick pin? It be- 
longed to a millionaire.” 
“Who?” 
“Woolworth.” 


“How’s your son’s young wife 
gettin’ along on the farm?” 

“No good at all them city 
girls never was. He’d a darn 
sight better have spent a bit 
more and bought a milking ma- 
chine.” 


She: “If you tell a man any- 
thing, it goes in one ear and 
out the other.” 

He: “And if you tell a wo- 
man anything it goes in at both 
ears and out of her mouth.” 


Population Control—Owing 
to the lack of space and the 
rush of editing this issue, sev- 
eral births and deaths will be 
postponed until next week.— 
Announcement in.an Iowa paper. 


If you see the world beating 
a well-worn track to anybody’s 
door way back in the woods 
these days, it’s a cinch it isn’t 
mouse traps the fellow is mak- 
ing better than anybody else. 


Excavation Contractor (to 
applicant) : “Do you think you 
are fit for really hard labor?” 

Hard Case: “Well, sor, some 
of the best judges have thought 
so.” 





A business man was very 
keen on having proficient clerks 
in his employ. Before a clerk 
could enter his offices he was re- 
quired to pass a written exam- 
ination. At one examination a 
question was: “Who formed 
the first company?” 

One youth was a little puz- 
zled by this, but not to be 
floored, he wrote: 

“Noah successfully floated a 
company, while the rest of the 
world was in liquidation.” 


We Like ’Em.—Few house- 
wives have not been bothered 
by aunts. Those who have 
trouble with these pests may be 
interested in a Cornell bulletin, 
H 134.—Weedsport, N. Y., pa- 


per. 


Californian: “The great thing 
about living where I do is the 
climate. Why, I haven’t paid a 
cent for coal in years.” 

Easterner: “I just got a let- 
ter from my coal dealer re- 
minding me that I _ haven't, 
either.” 


Mother: “What kind of a 
fellow is the young man?” 

Daughter: “Well, last night, 
when we were together, the 
lights went out, and he spent 
the rest of the evening repair- 
ing the fuse.” 


“How did you learn to stay 
so long under water?” 

“T spent last summer at the 
same beach with one of my 
worst creditors.” 


Employer: “Are you the vig- 
orous and dynamic accountant- 
executive with power, punch, 
and personality, who advertised 
for a job?” 

Applicant: “Yes; and are you 
the far-sighted president of the 
huge and growing concern who 
advertised a vacancy ?”—Stano- 
lind Record. 
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It seems that one of the em- 
ployees of Henry Ford dreamed 
that Henry died. In his dream 
he saw the black casket being 
borne by six of Henry’s oldest 
and most faithful employees. 
As the casket came by Henry 
raised up, looked around, and 
offered the following sugges- 
tion: “If you would put rollers 
under this casket you could lay 
off five men.” 





Mother : 
have any more of 


“You really must not 
that cake, 


Johnny. You can’t sleep on a 
full stomach.” 
Johnny: “Well, ma, I can lie 


on my back.” 


“A car?” stormed the angry 
father. “Of course you can’t 
have a car! Why, you would 
be absolutely helpless if you 
found yourself with a flat tire.” 

“Oh, no, I wouldn’t, Daddy,” 
the daughter retorted  confi- 
dently. “I’ve given flat tires the 
air before this.” 





Office Boy: “The boss is be- 
ginning to take an interest in 
me.” 

Head Clerk: “Gosh! Is he?” 

“Yes; he asked me yesterday 
if I worked here.” 


A landlord wrote to his ten- 
ant: is 

“Dear Sir: I regret to inform 
you that my rent is much over- 
due. Will you kindly forward 
me a check?” 

Came the reply: 

“Dear Sir: I see no reason on 
earth why I should pay your 
rent. I can’t pay my own.” 


A visitor who came into a 
business man’s office gasped: 
“My goodness, this place is a 
regular oven.” 

“So it ought to be,” grunted 
the other; “it’s where I make 
my daily bread.” 





Auntie (arriving on beach) : 
“Well, my dears, looking for 
pretty pebbles?” : 

Nephew: ‘No, we've forgot- 
ten where we've buried uncle.” 


“Hello, old man, where have 
you been?” 

“Just got back from a camp- 
ing trip.” 

“Roughing it, eh?” 

“You bet! Why, one day our 
portable dynamo went on the 
bum and we had no hot water, 
heat, electric lights, ice or radio 
for almost two hours.” 


Cholly (to shopman) : “I say- 
aw-could you take that yellow 
tie with the pink spots out of 
the show window for me?” 

Shopman: “Certainly, © sir. 
Pleased to take anything out of 
the window any time, sir.” 

Cholly : “Thanks awfully. The 
beastly thing bothers me every 
time I pass. Good mawning.” 





They were planning their new 
house. 

I don’t fancy that breakfast 
nook idea,” he told her. 

“Why not?” she inquired. 
“It’s the thing nowadays, you 
know.” 

“Well, one of our clerks was 
late at the office this morning 
and he reported it was because 
he ate an extra bit of toast and 
couldn’t get out of the break- 
fast nook.” 


Mother: “Johnny, why are 
you staring at the minister?” 

Johnny: “Waitin’ to see him 
eat his head off like you said he 
would.” 


Husband comes in to find wife 
turning everything topsy-turvy. 

“Good gracious! Isabel, what 
are you doing?” 

“T just received a telegram 
from Aunt Jane saying she’ll be 
here at 6:30 and I can’t find 
her photograph anywhere.” 





—AND ALL JOKING ASIDE 


Habits make life so easy, so 
mechanical, that once acquired 
we cling to them tenaciously. 
They enable us to perform cer- 
tain functions without thinking, 
while change of habit necessi- 
tates the expenditure of some 
mental energy — a cherished 
commodity, evidently, because so 
few people voluntarily expend 
it. And so, change is resisted, 
often quite vigorously. 

The man who invented the 


umbrella was thrown into jail 





when he appeared carrying one 
on the streets of London; so 
was Hansom, the inventor of 


the two-wheeled cab which 
bears his name. 
Railroads, steamships, auto- 


mobiles and airplanes all were 
condemned in their pioneer 
stages, partly for lack of un- 
derstanding but mainly through 
lack of sympathy with anything 
that threatens to change estab- 
lished habits.—Exchange. 











PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing Job- 
bers of the country. 

Samples and prices on re- 
quest. 






VUAVUN NE 





2951 Carroll Ave., 


Chicago, Ill. 
New York, N. Y. 


The Paine Company 79 Barclay St., 








?.——| SPEED UP 








SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 



























JOBBERS! 


FORSBERG 


OFFERS MONEY MAKING 


OPPORTUNITIES 


HACK SAWS—COPING SAWS 


AND 


BLADES 
Ask for 1930 Catalog and Sales Aids 


The FORSBERG MANUFACTURING CO. 
BRIDGEPORT “Hack Saw Specialists” CONNECTICUT 





REAL METAL a 
in Paste Form— 
Packed in 

Collapsible 


Greatest Soldering Convenience 

Ever Invented 

Every Electrical Connection 

_orIntricate Job Needs ~ 
SOLDERALL. 


‘THE SOLDERALL CO..Newark.N.J. 
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The New and Improved PERFO-SIPHON 


for Carbonated Beverages 
“It Perforates the Cap”’ 
Another Winner and Profit-Maker 


A big all season seller—Vaughan's Perfo-Siphon 
for use in serving gingerale and all carbonated 
beverages. It saves its cost many times by pre- 
serving the unused portions for future use. 
Nothing else like it. Substantially and 
wonderfully built of best material. Handsome 
finish. Perfect in mechanical operation. For 
Home, Office or Travel. The cap is never 
removed from the bottle. No gas_ is 
ever lost and the beverage remains 
charged to the last drop. Put up on at- 
tractive 4-color Display Card, 1 dozen to card. 
Sells on sight. Obtain direct or throug et 

rite 


jobber. Samples postpaid for $1.00. 
today—now. 
VAUGHAN NOVELTY MFG. CO. 


Manufacturers of Quality Kitchen Tools 
3211-3225 Carroll Ave., Chicago, Ill., U. S. A. 














Garden and 
Lawn Tools 






Profit Makers for Dealers 






sizes, three and five prongs, long 
and short handles. 
*“Out-U-Kum’’— a new type of Weed Puller 
that gets ROOTS and ALL without injuring #4 
the lawn. ; 
Sold thru the Hardware Jobbers 




















BARTLETT 





The Bartlett No. 44 Pole Pruning Saw is al- 
ways in demand because of the Special Blade 
which saws easily, without binding. 


Adjustable to three different angles. Length 
of pole, 8 to 16 ft. Order from your Jobber, 
or write to us. 
BARTLETT MFG. CO. 
3030 E. Grand Blvd. Detroit, Mich. 











j 


VERS custion 
STORELADD 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—te 
make it and for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of —. Cer se) for 
safety, convenience and efficiency. One style iy—neat of 
design—attractively finished —any height—easily. poe al 

meets most requirements. Circular on request. 


MEF EMYERS & BRO.Co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 






































Druggist: ‘What will it cost to have my car fixed?” 
Garageman: “What’s the matter with it?” 

Druggist: “I don’t know.” 

Garageman: “lifty-two dollars and fifty cents.” 


Little Marion and her next-door neighbor Donald 
were engaged in an absorbing conversation. 

“What are anarchists?” asked little Marion. 

Then Donald swelled with wisdom. 

“They want everything any one else has got, and they 
never wash themselves,” he replied. 

“Oh, yes!” cried little Marion, with enthusiasm. “I 
see—they is just little boys growed up!” 


- 


Child: “Sheeps is the dumbest of all animals, ain't 
they, mamma?” 


Mother (absently) : “Yes, my lamb.” 


Biltmore Waiter: “Want soup?” 
Bill Rogers: “Is it good soup?” 
Waiter: “Sure; fourteen carrot.” 
~~ 

Motor Cop (after hard chase) : “Why didn’t you stop 
when I shouted back there?” 

Driver (with only five bucks but presence of mind) : 
“T thought you said ‘Good morning, Senator.’ ’ 

Cop: “Well, you see, Senator, I wanted to warn you 
about driving fast through the next township.” 


A colored preacher gathered his congregation about 
him one Sabbath morning by the banks of a stream. 
His main topic of conversation was “Free Salvation.”’ 
After preaching at great length on this subject he said, 
“Now, Brother Smith, will you take up the collection?” 
At this, one old darky at the far edge began shifting 
away and said, “Rev, I thought you said salvation was 
free, free as the water we drink.” 

“Well,” responded the preacher, “water is free, and 
salvation is free, but when we pipes it to you, you has 
to pay for it.” 


“Any rags, paper, old iron?” 


Junkman: 
“No, my wife’s away.” 


Man of the House (angrily) : 
Junkman: “Any bottles?” 


Anyone who wishes to do so may try Pat’s plan of 
getting inside the pearly gate, but we have our serious 
misgivings about the success of it. 

“Pat,” said the priest, “how do you expect to get into 
heaven if you go on leading this wicked life and doing 
no work?” 

“Sure, an’ 


said Pat. “For 


it’s aisy, yer reverence,” 


when Oi doie Oi’ll go to the gates o’ heaven, and O'll 
kape on shuttin’ thim and openin’ thim till St. Peter, 
getting impatient, hollers out, 
come in or stay out.’ 


‘For goodness sake, aither 
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Nation-wide popularity plus national ad- 
vertising is the combination that “looks 
good” to Iver Johnson agents. 


Send for Proposition C on 


IVER JOHNSON 


Bicycles, Velocipedes and Juniorcycles 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Ogden, Utah 
2327 Grant Ave. 


New York Chicago 
151 Chambers Street 108 W. Lake Street 


San Francisco 





SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 
Fo Raetcieteee teckel det titan ilaicheytactatletattys 


‘There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS +: COTTON TWINES 


Send for catalogue, samples and selling information 











CLOTH 
AND WIRE 


IR 1 PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 








It’s Time to 


Consider S 

The special construction of this Phenix 
Top-Swinging Half-Screen Hanger and 
Fastener makes it impossible for 
sereen to be blown or pushed from 
pivots. It holds screen securely in 
place and, with shutoff strips, is fly- 
proof and non-rattling. If full window 
top or side-swinging screens are re- 
quired, the necessary hardware _ is 
here, too. 





HANGERS HINGES HOLDERS 


—everything architect or builder could wish. 
[BEAN z.. PHENIX MEG. CO. 
oe St. MILWAUKEE 




















The Most Complete Line 
on the Market 


























Customers Will Buy 


when they see 


Moore Push-Pins 


and 


Moore Push-less Hangers 
in our novel Window Front Colored Packets. 


Your Jobber will supply you with our new metal 
Style “L” Cabinet and refills 


MOORE PUSH-PIN COMPANY 


Wayne Junction Philadelphia 











AND COPPER 


‘ WEATHER VANES 
WwW 


~ . 
Saves freight 
no water weight 
yractical all-around flux in convenient powder 
form. Made quickly ready wv use by simply add 
ing required amount of water according to metal to be 
sodered 
Takes a quick bite, makes the soder hold everlastingly 
and soders ALL metals, except aluminum Non-acid 
Very popular with the trade 
s: % Ib., 1 Ib. and 5 Ib. bottles Also in bulk 
Sold through jobbers Send for samples and 
trade-prices 


Full Size Sample Free 


L. B. Allen Co., Inc. 


6732 Bryn Mawr Ave. Chicago, Ill. 
—SOLD THRU JOBBERS— 
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CLASSIFIED OPPORTUNITIES 

















Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help Wanted 
advertisements at Special Rate of 
one cent a word, minimum fifty 


cents per insertion. 





THE FOLLOWING RATES 


apply to “Business Opportunities,” ‘Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” Advertisements. 


Set Solid, Minimum of 5 lines......$3.00 


Each additional line......... coe 866 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............ -80 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 





BOXED DISPLAY RATES 


A dmch.ccoccepccccccccenangesyes cObOO 
Each additional inch........+..++. 4.00 





Discounts for Classified Advertisi 
4 insertions, 10% off; 8 insertions, 15% off 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Adverti t 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 











Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 


be addressed to box numbers 




















POSITIONS WANTED 


POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR THN TIMES THE WEEELY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














A SEASONED SALESMAN with a good record for sales volume and 
with sufficient brains to analyze territory and merchandise in order to 
obtain the best results, desires a position. Have thorough knowledge of 
merchandising methods.. Have sold manufacturers, jobbers and retailers 
in the hardware line. Wish to make a change where there is an oppor- 
tunity of increasing annual income. Cannot consider anything less than 
eae’ per annum. Address Box I-774, care of Harpware Acre, New 
York City. 





AGGRESSIVE SALESMAN, age thirty-five. Acquainted with hard- 
ware jobbers throughout the country and experienced in organization and 
sales promotion, desires position with reliable specialty or shelf hardware 
manufacturer. Will locate anywhere or travel extensively. Highest refer- 
ence furnished. Address Box I-772, care of HArpWARE AGE, New York 
City. 





YOUNG MAN, 23 years old, married, desires sales position with jobber 
er manufacturer; New England or New York State preferred; salary no 
object; willing to demonstrate ability for a position with a future. First 
hand knowledge of hardware, family in the business for over seventy 
years. Now engaged in managing hardware and own plumbing business. 
Address Box I-767, care of Harpware AcE, New York City. 





POSITION DESIRED. Northern or Central New York preferred as 
Salesman, Manager, or Buyer by energetic Married Man, with thorough 
knowledge and experience of Hardware, China, Glassware, Housefurnish- 
ings, Paints, etc. At present employed in the wholesale and retail Hard- 
ware business but looking for advancement, references furnished. Ad- 
dress Box I-777, care of HArpware AcE, New York City. 





SALESMAN, business producer, personal following among Hardware 
jobbers and dealers, department stores, housefurnishings, electrical appliance 
trades in New England states, and Hudson Valley, N. Y., territory. 
Travels own car; highest credentials. Salary, drawing, or will represent 
factories direct straight commission basis. Address Box I-782, care of 
Harpware AcE, New York City. 





BUILDERS’ HARDWARE MAN —Thoroughly experienced in figuring 
all classes of builders’ hardware, also taking complete charge of depart- 
ment. Experience as executive and estimator covers a nymber of years 
with large retail and wholesale concerns from whom satisfactory refer- 
oe can be secured. Address Box 415, 3711 Webb Avenue, Detroit, 

ich. 





BUILDERS’ HARDWARE MAN—15 years’ experience desires a 
ermanent connection with wholesale or retail firm in or near Greater 
ew York. Can estimate, list and schedule finishing hardware from blue 


rints and follow specifications; also take complete charge of builders’ 
ardware department. 


York City. 


Address Box I-779, care of Harpware AcE, New 


EXECUTIVE POSITION DESIRED with a firm where twenty-five 
years business experience in purchasing and managment would be an asset. 
Thoroughly familiar with Hardware, Auto Accessories, Motor Boats and 
Marine Hardware, Electrical Appliances and Radio. Prefer being located 
in New York City or vicinity. Age forty-five and married. Unquestion- 
able character and business credentials. Address Box I-768, care of Harp- 
warE AGE, New York City. 





CAPABLE BUILDERS’ HARDWARE SALESMAN. 12 years’ ex- 
perience desires position in charge of -builders department. Competent on 
plans and specifications and understands builders and architects require- 
ments thoroughly. Will accept position in East or Middle West State. 
Address Box I-776, care of HaArpware Ace, New York City. 





POSITION with manufacturer selling hardware Jobbers or Department 


Stores. Covering states: Missouri, Kansas, Oklahoma, Iowa, Nebraska, 
Minnesota, Wisconsin, North and South Dakota, Colorado. Experience; 
Married, available at once. Best of references. Age 37 years. Address 


Box I-778, care of HarpwAre AGE, New York City. 





YOUNG MARRIED MAN would like to represent reputable manu- 
facturer in this section. Have traveled the New England states for the 
past five years calling on the hardware trade. Can furnish excellent 
references. Mr. Mundt, 10 Fairview St., Roslindale, Mass. 





EXPERIENCED SALESMAN seven years with one employer selling 
all Detroit hardware dealers. Desires good sales connection for Detroit 
territory. Salary or commission. Address Box 1-755, care of HARDWARE 
Acz, New York City. 





SALESMAN at Present Employed Desires Position as Buyer and Sales- 
man in Large Retail Store. ‘Twenty years’~experience in hardware field. 
Addre$s Box I-775, care of Harpware Ace, New York City. 


HELP WANTED 


HARDWARE MANAGER wanted by established concern in New York 
Metropolitan district, which is expanding and requires a man to take 
charge of entire Heavy Hardware department handling contractors’, fac- 
tory and mill supplies. We require a man who has already demonstrated 
his ability to manage such a department efficiently and with profit and 
whose earnings have been at least $6,000 per annum. To receive considera- 
tion state clearly your employment record for past five years, capacity 
served in each company. State age, religion, salary desired. All informa- 
tion held confidential. Address Box I-766, care of Harpware AcE, New 
York City. 











BUSINESS OPPORTUNITIES 








PATENT FOR SALE 


Attachment for Percolators, Coffee Pots and the like— 
Device signals by whistle when coffee or there alike is 
ready to be served. Model of percolator made by inventor. 
If interested can be seen by calling on 


JOSEPH VENUTOLO 


228 Washington Avenue, Little Ferry, N. J. 

















FOR SALE—Hardware Business located in County Seat town in cen- 
tral Pennsylvania, in center of rich farming district. Clean stock. Best 
of reasons for selling. Real proposition for young man who desires to go 
into business and is willing to work. Address Box 1-698, care of Harp- 
ware AcE, New York City. 
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CLASSIFIED 


OPPORTUNITIES 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 














Established Corporation 


located in the Hardware District of New York is in the 
market for additional hardware lines for the Hardware 
Trade. At present is selling seasonable merchandise. Have 
fair warehouse space for handling stock. Address Box 
7369-A, Care of Hardware Age, Otis Building, Chicago, III. 








SALES REPRESENTATIVE WANTED 


for Metropolitan district by importer of high grade tools. Men 
calling regularly on hardware dealers will find this a very profitable 
side line. Exclusive territory; state in your letter details as to 
territory covered, lines carried and commission desired. Address 
Box I-773, care of Hardware Age, New York City. 




















MANUFACTURERS REPRESENTATIVE with headquarters in 
Philadelphia would like one good strong line for Wholesale Hardware, 
Department Store housefurnishings departments, and the larger retail 
trade. Territory covered re larly, Pennsylvania, New Jersey, Delaware, 
Maryland and District of Columbia. Have car and will work on com- 
mission basis. Address Box I-759, care of Harpware Acz, New York City. 


EXCEPTIONAL OPPORTUNITY for Salesmen calling on Housefur- 
nishing Trade to introduce NEW STAINLESS ENAMELWARE Kitchen 
Utensils. Several territories still open. Commission basis. Give qualifica- 
tions and references first letter. THE STRONG MANUFACTURING 
COMPANY, SEBRING, OHIO. 





WANTED—New Manufacturers Agency made up of experienced sales- 
men and engineers, can handle some additional lines to wholesale hard- 
ware, department stores and automotive jobbers. Give particulars. Ad- 
dress Box I-781, care of Harpware Acg, New York City. 


SALES REPRESENTATIVES WANTED 


WANTED, by manufacturer, salesman acquainted with the hardware 
trade in central New York State. Prefer man living in or near Syracuse. 
State full particulars in first letter relative to present and former con- 
nections, age, salary expected, etc. Address application to Box I-771, 
care of Harpware AcE, New York City. 


SALESMAN WANTED —Side line, to sell high grade line of toy 
vehicles to hardware dealers, retail hardware and furniture stores. Liberal 
commission on sales in exclusive territory. P.O. BOX No. 511, Sheboygan, 
Wisconsin. 


















LET US Help You Word Your “Want.” 






THE MANUFACTURER of a new, but proven, fast selling hardware 
— desires established manufacturers agents calling on retail hard- 
ware, department, and housefurnishing stores. This is high grade mer- 
chandise with a ready dealer and consumer acceptance. Various terri- 
tories open. Address Box I-762, care of HArpwARE AGE, New York City. 





WANTED-—Salesmen calling on Hardware stores, house furnishing 
trade, department stores and Jobbers to handle as side line our braided 
Novelty rugs, large commission. Wilkens Manufacturing Corporation, 
White Plains, New York. 








SALESMAN 
perienced in paint and builders’ 
also age, references, salary expected. 


WANTED-—Inside and outside work. Thoroughly ex- 
hardware. State experience in detail, 
Apply Salesman, Box 909, Norfolk, 





Virginia. 

ROPE SALESMEN WANTED—100 per cent pure Manila r 17c. Ib. 
basis. a =. side line, five per cent commission. UNITED FIBRE 
gs . outh Street, New York City (Foot of Wall St., and 

iver 





LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time. Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 








viting surroundings. 


hancement of investment. 


in salesmanship. 





DON'T SELL PAINT— 
SELL CLEANLINESS AND ATTRACTIVENESS! 


Touch the commonplace with a wand of imagination ---~ 
Visualize for your customer the effect of the use of the product. 


The washing machine and vacuum cleaner mean lei- 
sure for a fuller social and cultural life. 


A good grade of builders’ hardware means freedom 
from repairs, permanency of investment and more in- 


Paint and varnish carry with them a more sanitary, 
colorful and harmonious home ---- as well as an en- 


Case studies, giving in detail the application of sound modern 
principles of merchandising, are given each week in HARD- 


WARE AGE. A careful perusal of each 1 issue is an education 
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The Best 
Cold Chisel Value 
by U.S. Navy Test 


**GREEN LINE’’ Cold Chisels are so de- 
clared by the U. S. Navy Department’s 
award of its entire order for 21,846 chisels, 
given on the basis of most service per 
dollar of cost. 

“GREEN LINE’ Cold Chisels won by 
the superior toughness of their Special 
DROP FORGED Alloy Steel— 


KILBORN STEEL 


Among the chisels of the nine prom- 
inent manufacturers who tendered, they 
stood up the best under the Navy’s exact- 
ing and accurate tests. 

We make 24 different sizes. All finished 
in a handsome green. Also 13 other styles 
of chisels, in various sizes. 

The Green Line includes Punches, Cold 
Chisels, Drills, Screw Drivers, Box Hooks 
and many other dependable tools. 


KIL GORNS BISHOP CO 





Send for Complete Catalog and Prices 
The Kilborn & Bishop Co. 
196 Chapel Street New Haven, Conn. 
Manufacturers of the 


“GREEN LINE” TOOLS 


Reg. U. S. Patent Office 














Remember This Illustration! 
It shows what 


DOMES 
of 


Silence 
look like 


Every Genuine 
Dome has the 
words Domes of 
Silence stamped 
inside. Domes of Silence are practical 
for ALL furniture — hence their large 
sale. Six sizes. Set of 4 for 10 cents. 


If your Jobber cannot supply you— 
write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 











'y \V Double Pointed Tacks and Staples, Rivets and Burrs 
Eschutcheon Pins, Furniture Nails, etc. 





Why you 
should stock 
Atlas Tacks 


Every box of Atlas Tacks 
and Small Nails contains 
quality, quantity and brings 
quick sales. The boxes them- 
selves will be remembered by 
your customers. .. Ask your job- 
ber for the Atlas line . . . they 
are always available in both qual- 
ity and price range. 


ATLAS TACK 
CORPORATION 


Fairhaven, Mass. & St. Louis, Mo. 


Because Supe- 
rior Hexagonal 
Netting is even- 
ly woven and 
every bale rolls 
out straight and 
true, dealers are 
suggesting it for 
many and varied 
uses. 


The netting 
with the rooster 
label costs no 
more, although 
it is the quality 
product in every 
detail. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


BRAND 


SUPERIOR 
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Tt 
Q ie  § 
SE na SOUS Tor J) 
——— ere 3 ie 


» MILWAUKEE WIS 
bana RMI Sa NI 





Empire Adjustable Aluminum Level Style LE With Interchangeable Vial Cases 


Our Advertising Sends Customers To Dealers 





Empire Levels are being advertised in publications 
that reach level users in their own homes where their 
minds are free to think and act accordingly. 


This advertising invites them to visit their local 


Dealer and EMPIRE Quality combined with 








Showing How Easily Vial Cases Are Inserted 





Interchangeable Vial Cases 


Mechanics Appreciate This Quick Replacement 


See how quickly and easily a broken level glass is 
removed from and replaced in an Empire Adjustable 
Aluminum Level. 


All the customer has to do is to simply loosen two 
screws (see sectional cut), take out the case and 
insert a new case. Either glass may be adjusted or 
removed independent of the other. 


Once a level user buys an EMPIRE Level with this 
Patented Feature, he will never go back to the sta- 
tionary type. It surely sells these levels, because all 
mechanics appreciate this quick replacement. 


EMPIRE 
LEVEL MFG. CO. 


Milwaukee, Wis. 


But EMPIRE sales do not depend upon this feature 
alone. Every EMPIRE Level is a product of the 
highest quality materials, the finest workmanship 
and the latest and most practical level improvements. 


The ACCURACY of an EMPIRE Level is never 
questioned. Nor the durability. KMPIRE Levels 
give maximum service and complete satisfaction to 
every customer. The big EMPIRE Line includes 
patterns and sizes for every requirement. 


Send for Complete Catalog and Trade-prices. 


A 4-oz., 9 in., All-purpose Pocket Size 
Level for All Mechanics. 








EMPIRE 
Style 26 E Aluminum Torpedo 
LEVEL 
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JUGS 


The Biggest and Best Value In An Outing Jug | 
Offered—Snappy, Sturdy and Strong | 
Very Striking In Appearance 
CAN BE USED FOR ALL GENERAL PURPOSES 


Keeps food or liquids, hot or cold. Is made of a heavy metal casing. Has a vitrified non-porous 
earthenware liner. Is smooth and easily cleaned. Jug is thoroughly insulated with burnt cork at top and | 
sides and balsam wool and burnt cork at base. Has 314” opening to enable one’s hand to easily pass | 
into the jug for removing food or cleansing inside of jug. 

Has a heavy metal bail, with enameled wooden grip. Has aluminum stopper with rubber washer, 
large size polished heavy aluminum cup—4°” in diameter, 15” in depth. 

Height from base of Jug to top of cup, 11!4”—outside diameter, 10”. | 
Rounded corners, top and bottom, base perfectly flat. | 
Jugs finished in bright red and a bright yellow enamel. | 
Each one packed in individual shipping carton. 

The advantages of having two bright colors enables 
dealer to offer two different colors of a quality jug. These 
colors being bright, are easily seen when breaking camp, 
are not likely to be left behind. A dark color jug is more 
easily lost as it converges into the color scheme of the 
foliage around camp. 

Jugs are attractively labeled. 





Retail Price, Each 
No. DB1R Y—Weight per Jug, average 12 Ibs. $1.75 


One in a Carton 


= ae 
DI AMOND BRAND | We will ship all orders for two or more, one half red and 
| caine tic ee Cc one half yellow Jugs. 


° 
=m iT or COLO NER 


> ee a - Send Us Your Mail Order for a 
i le ’ , . . 

Loeone manuracruRmcs Sample dozen. You will find 
a Sure Sale for Them. 
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Diavasp Bove 
CUTLERY 


ESTABLISHED 1843 





INTERNATIONAL ©} STRIBUTORS 





“DiaMonn FoGe 1S A QUALITY PLEDGE | Tur Home 
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Shapleigh National Series No. 1657 





























